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If you have held back from a consider- 
ation of advertising because you feel that 
the peculiar conditions under which your 
merchandise is sold would prevent your 
trademarking your goods, it is time that 
you had the best advertising advice. 


Don’t feel that you have reached a 
settled conclusion. The whole mercantile 
world is adjusting itself to the public 
demand for goods guaranteed by a trade- 
mark. Distributing and selling methods 
in every line are adapting themselves to it. 

You may have right now an opportunity 
for leadership in your line which is simply 
impossible under your present plan of sell- 
ing. We can help you find it. 


New York Philadelphia Boston 
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How much business would 
YOU do if your “small town” 
trade were eliminated ? 











@ The homes of the small towns—5,000 population 
and under—constitute the national advertiser’s most 
valuable asset. A very large percentage of the 
wholesale business of the country is done with the 
small towns. It’s the demand built up in the small 
towns that determines the extent and stability of a 
manufacturer’s success. 


THE 


HOUSEKEEPER 


Established 1877 


(Minneapolis) 


sends 65 per cent of its proved circulation of over 
300,000 copies monthly into small town homes— 
exactly the homes where the good things of life are 
appreciated and bought. Further, 75% of the House- 
keeper’s circulation is concentrated in the Middle 
West—the greatest result producing territory on 
earth and the most valuable to the national advertiser. 


@ We have a lot of facts and figures on this subject 
that will interest you. They’re yours for the asking. 


Forms close 15th of second month 
preceding date of issue. 


FRANK L. E. GAUSS, Advertising Manager 
Tribune Building, Chicago 


Boston: 8 Beacon Street New York: St. James Building. 
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WHO’S WHO—AND WHERE- 
FORE. 





J. WALTER THOMPSON, A MAN WHO 
IS SUSPECTED OF KNOWING A 
THING OR TWO ABOUT ADVERTISING 
—SOMETHING ABOUT HIS PERSON- 
ALITY AND THE ORGANIZATION HE 
HAS BUILT UP. 





By James H, Collins. 

Everybody concerned with ad- 
vertising and publishing knows 
the J. Walter Thompson Agency. 
Its business is of such character 
and scope that a good many peo- 
ple hear something about it every 
day. The mind of no man runs 
back to a time when it wasn’t 
heard of, and prominently. 

In the big advertising centers 
are hundreds of men who know 
Mr. Thompson himself, its found- 
er and active head. Some are 
middle-aged publishers who have 
grown up under his eye, with his 
friendship and counsel. Others 
are solicitors, who love to pass 
along the latest story about him, 
which may turn on some skillful 
piece of selling that he has just 
done. Again, the green cub who 
was caught yesterday, and sent 
out “copy chasing” this morning, 
is likely to have blundered into 
East Twenty-third Street before 
night and got some kindly atten- 
tion from “J. Walter,’ who is as 
accessible as he is busy, and al- 
ways has time to be helpful and 
human. 

Yet, if the files of Printers’ INK 
for the past ten or fifteen years 
were searched, very little record 
would be found concerning Mr. 
Thompson or his agency. Men 
and publications have come and 
gone, advertising campaigns have 
succeeded and fizzled, geniuses 
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have risen and sunk, ‘fads have 
been fought over and forgotten, 
and it all made noise in its day. 
But J. Walter Thompson has made 
no noise. He has carried on an 
international business for twenty 
years, and kept quiet, and an ad- 
vertising business at home for 
over forty years, and kept quiet, 
too. His agency is one of the old- 
est in the country, and at the same 
time one of the youngest. 

While preparing this article the 
writer visited an advertising man 
who is an intimate friend of Mr. 
Thompson’s. He consented to 
come out to lunch and talk about 
him, on certain conditions. 

“But we'll have to keep away 
from the- Aldine Club,” he said. 
“Some advertising man would be 
certain to hear us mention J. Wal- 
ter, and infer that his agency was 
about to place a milMon. dollars’ 
worth of brand new business this 
afternoon. Let’s go down to Lu- 
chow’s.” 

A few weeks ago Mr. Thomp- 
son passed sixty-two. He has 
been an advertising man since the 
day when, a boy of seventeen, he 
got a place in a small agency run 
by a man named Carlton, down in 
Nassau street. Here he did every 
sort of work performed in adver- 
tising as it was done at that early 
period. Carlton was a man whose 
chief interest lay in rare books, 
and gave little personal attention 
to his advertising business. After 
four years’ service, in 1868, young 
Thompson went to him, offering 
to buy the business, and got it, 
paying over something more than 
a thousand dollars he had saved 
out of wages of fifteen dollars a 
week. That was the foundation of 
his present agency. 

Years before it was generally 
understood that distribution and 
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merchandising are an indispensa- 
ble part of publicity, Mr. Thomp- 
son had an organization that 
worked hand in hand with his 
clients’ sales forces and the mer- 
cantile trade. His own ability as 
a salesman, in getting accounts, 
is widely known. There is a 
little. story ‘which illustrates his 
methods. 

A certain European manufac- 
turing house had been approached 
several times by representatives of 
American advertising agencies, 
who laid before its directors most 
impressive statistics of American 
wealth, expenditure and consum- 
ing power. According to their 
figures, our whole public was wait- 
ing for that house to send us its 
goods and tell us about them, and 
our grocery trade stood ready to 
pass them along. These statistics 
were true, as the sequel proved. 
Yet the directors held off con- 
servatively. 

Then, one summer, on his year- 
ly trip to the other side, Mr. 
Thompson got an advertising ap- 
propriation from that house. He 
has the account to-day. Getting it 
was in some respects more diffi- 
cult than Napoleon’s passage of 
the Alps, for Bonaparte had only 
to get over’the mountains, while 
J. Walter had to cross them and 
persuade a European house to let 
him bring some of its money to 
distant America. The way he got 
this account, it is said, was by go- 
ing there, not as an advertising 
agent alone, but also as the repre- 
sentative of the New York dis- 
tributing house of Lamont, Corliss 
& Co., which was ready to handle 
the goods. This house had been 
organized but a short time before, 
and Mr. Thompson is credited 
with being instrumental in getting 
it going in the trade. 

His agency handles more Euro- 
pean business than any other 
American house, and has a busy 
Spanish department. Mr. Thomp- 
son’s personality and commercial 
methods are of a kind to inspire 
confidence in the business men of 
countries where things are done 
more conservatively than with us. 
This side of the agency, however, 
is one that he speaks of with re- 
serve. Its magnitude has led peo- 
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ple here at home to infer that its 
chief interests lay abroad. That, of 
course, is not true. For home busi- 
ness constitutes the big end of the 
Thompson agency. Its American 
accounts are not only large, but 
singularly solid. The agency has 
handled the advertising of the Pry- 
dential Life Insurance Company, 
for instance, since it began adver- 
tising— more than fifteen years 
ago. It has handled the Mennen 
advertising from small beginnings 
until now, when the face of Ger- 
hard ‘Mennen is printed more than 
a hundred million times a year, 
It has placed all the advertising of 
O’Sullivan’s Rubber Heels, and 
has the Lackawanna Railroad busi- 
ness, the daily and farm paper ad- 
vertising of Atlas Portland Ce- 
ment, and so on. 

No advertising agency in the 
country has solider credit. 

“The prime business quality 
that endears J. Walter to all of 
us,” said a prominent publisher, 
“is that he does business with real 
money. You know very well that 
there are tinies in the publishing 
business when an _ advertising 
agent comes round with anxious 
face to explain that that little 
manufacturer up in Connecticut, 
who was just branching out into 
national operations, has gone 
bankrupt, and unless we publish- 
ers can help him bear the loss it 
will be a dreadful blow to the 
cause of advertising. We pub- 
lishers haven’t been doing busi- 
ness with the Connecticut manu- 
facturer, but there are times when 
we have to soften the blow to the 
agent. I guess J. Walter has made 
mistakes in extending credits 
along with the rest of them. But 
when that has happened, he never 
came round to see us. We got 
our pay in real money, even when 
he didn’t get his. As the boys 
say, he stands the gaff himself.” 

Another interesting incident 
threw light on the Thompson 
agency’s methods some weeks ago 
when a certain large account was 
being offered different agents on 
a split commission basis. To. get 
service such as the Thompson 
agency can give, this advertiser 
offered to make the proposition 
very attractive—he would be sat- 
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jsfied with as little as three per 
cent of the commission. The ac- 
count runs to a hundred thousand 
dollars yearly. But it was re- 
fused, and went elsewhere. 

The Thompson service is all 
based on trade conditions, and the 
agency is described as “an organ- 
ization of salesmen who use ad- 
vertising as a means of expres- 
sion.” Instead of the ordinary 
placing department, copy depart- 
ment, art department, and so 
forth, handling the whole volume 
of business, this agency’s method 





J. WALTER THOMPSON. 


is to place several accounts under 
one man, who deals with the ad- 
vertisers. He handles those, and 
nothing else, and is responsible 
for his accounts as an executive. 
The copy, art and other depart- 
ments serve him, but with his own 
accounts he has the “say-so.” 
These men are experts, often 
drawn from mercantile life, and 
they work from the trade side of 
a proposition first of all. There 
are a hundred-odd men doing 
creative work in the Thompson 
Organization, and it is stated that 
any one of them is capable of con- 
ducting an advertising agency. 
Mr. Thompson believes that a 
good deal of advertising nowadays 
goes over the heads of the read- 
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ing public. It is too fine-spun. © 
Its arguments are too far from 
plain, everyday needs. Sometimes 
that sort of advertising is pro- 
duced by an advertising man who 
hasn’t given the manufacturer 
credit’ for knowing details of his 
own business. Again, the manu- 
facturer is responsible because he 
insists upon having his advertis- 
ing expressed in a literary rather 
than a business form. 

The man who makes goods 
worth advertising, according to 
Mr. Thompson’s views, has sold 
his product to consumers to a de- 
gree that usually makes him 
about the best judge of advertis- 
ing that will sell those goods. 
Even if he cannot write or plan 
advertising himself, he can be de- 
pended upon to know effective ad- 
vertising when he sees it, and goes 
over its mechanism. This knowl- 
edge the agency builds upon. It 
is reasoned that the manufacturer 
is human, and knows the human 
side of his own goods, even if he 
knows nothing else, and that what 
will appeal to him as fit advertis- 
ing expression for those goods will 
probably appeal to the public. 

“J. Walter” illustrates this with 
a story of a man who, years ago, 
amassed a fortune in the down- 
town district of New York 
through his skilful management 
of a dairy lunchroom. Success 
made him ambitious, so he came 
uptown and opened an elaborate 
restaurant on the order of Del- 
monico’s and lost all the money 
he had made downtown. This 
man knew nothing whatever about 
running a high-class restaurant. 
But he did know the art of run- 
ning a bread-and-milk joint bet- 
ter than anybody else in New 
York at that time, and had results 
to prove it, and it is to be pre- 
sumed that if he came to an ad- 
vertising agency and undertook to 
advertise his dairy lunchroom the 
experience and knowledge he had 
accumulated in doing that one 
thing would have the most vital 
bearing on his advertising. And 
this the Thompson agency takes 
into account. ; 

It is the business of the adver- 
tising agent to give the adver- 
tiser’s story skilful expression. 
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Mr.: Thompson says’ he has made 
fortunes for advertisers by reduc- 
ing their page stories to an inch, 
and-other fortunes for men whose 
inch advertisements needed a 
page. A little book lately issued 
by the agency contains many per- 
tinent thoughts that either come 
from him personally or reflect his 
principles. To make a success of 
advertising, it is stated, one must 
know how people live, what they 
ate thinking about, talking about, 
reading, eating, wearing. One 
must know exactly how a man 
can support a family on ten dollars 
a week, and also how a thousand- 
dollar-a-month family spends its 
income. A good advertisement 
always means more than it says— 
any man who can write a hundred 
words and lead the reader to 
think a thousand has the .right 
kind of mental make-up to write 
good advertising. A good adver- 
tisement stimulates the reader’s 
imagination and throws a glamour 
of interest around things old 
the hills. 

Another of Mr. Thompson’s 
stories concerns an advertisement 
he wrote years ago for a mer- 
chant who had taken several thou- 
sand sets of jack-straws as his 
share in a bankruptcy. He didn’t 
know how to get rid of them, but 
came to Thompson’s agency and 
asked that a page advertisement 
be inserted in a popular magazine 
of that day. This magazine was 
going to press within a few hours. 
Mr. Thompson sat down and 
wrote off a screed so hastily that 
he was afraid to read it over. 
When it appeared in print every- 
body in the office declared that it 
was about the worst advertise- 
ment ever seen. A _ couple of 
weeks went by before they heard 
of the advertiser, and then he 
came in one day. Mr. Thompson 
saw him, and tried to avoid him, 
but the man shouted across the 
room, “Thompson, I want to see 
you.” The agent’s heart went 
down into his boots, but he braced 

determined to take whatever 
was in store for him. Then the 
advertiser told him that this sin- 
gle advertisement of the game of 
jack-straws had brought in sev- 
eral thousand dollars to date, ard 
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that he was ordering more jack- 
straws because the bankrupt stock 
had been sold out. As nearly as 
the mechanism of the announce- 
ment could be explained, it was 
an advertisement written from a 
fresh viewpoint, couched in child- 
ish language, describing the game 
so that youngsters could rez a and 
understand, and would ask their 
parents to buy them that game. 

At one corner of the large home 
offices, in Twenty-third street, 
New York, is an institution of 
Mr. Thompson’s own planning—a 
room where the dozens of solic- 
itors who do business daily with 
an advertising agency of this mag- 
nitude can wait, read and write in 
comfort. It has been dubbed the 
“Pickwick Club,” and reflects the 
fine human side that has long 
made “J. Walter” a quiet central 
figure in advertising and publish- 
ing affairs. No man is more sym- 
pathetic or accessible, and for 
years he has beer friend and ad- 
viser to both great and small, and 
sometimes peacemaker. A _per- 
sistent traveler and “mixer,” he 
has a_ world-wide acquaintance 
with men and methods, and an 
ever-living interest in people and 
their ways. These feed his re- 
markable business imagination, 
and have kept himself and his 
agency young, let the calendar say 
what it will. 

nasicinagibsiedliestiacaatete 
FOREIGN LANGUAGE NEWSPAP 
ERS GET TOGETHER. 


The American Association of Foreign 
Language Newspapers started its career 
most auspiciously on November 13th 
with a banquet at the Republican Club, 
New York. large number of mem- 
bers and guests were present, includ- 
ing publishers and editors of newspapers 
in twenty-four languages, together with 
many famous national advertisers. Ad- 
dresses were made by George B. Cor- 
telyou, Ormsbie McHarg, and many 
others, all leading towards the closer 
unification of the foreign language 
newspapers. <A. F. Hammerling was 
most cordially toasted for his able ef 
forts in this direction, and the unusual 
influence of the foreign newspapers to 
to be made known to national adver- 
tisers. 
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The Detroit branch of the J. Walter 
Thompson Company is placing the busi- 
ness of the Tinken-Detroit Axle Cort- 
pany, large automobile axle manu fac- 
turers. Space is being used in leading 
automobile publications. 
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What a $100 
Advertisement 
Accomplished—- 


Over $308,000 worth of Real Estate—sold to 45 
Home Buyers. On November 7 the John R. Corbin 
Building Company inserted in the BROOKLYN 
DAILY EAGLE only, a four-column advertisement 
costing about $100. While they expected the usual 
good results, they were amazed at the phenomenal 
response to their announcement. Within 24 hours 
19 houses had been sold, and before the end of the 
week 45 houses were sold, aggregating in cost over 
$308,000; and inquiries by mail still coming in so 
fast as to indicate that the entire allotment of 100 
houses which were offered would be sold. 

Not in recent years has there been recorded such 
phenomenal results from one advertisement in only 


one paper. 








THE BROOKLYN EAGLE stood third among 
all the New York City papers, both morning and 
evening, in the amount of advertising carried during 
October. Except in July, this year (when the Eagle 
stood 2d), it has carried more advertising during the 
past 10 months than any New York City paper ex- 
cept the World and Herald. 
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TWO NEW PEA ADVERTIS- 
ERS STARTING VIGOR- 
OUS CAMPAIGNS. 


“LAKESIDE PORK AND PEAS” AND 
“RUN-O-POD” PEAS USING NEWS- 
PAPERS EXTENSIVELY—NO ADVER- 
TISING DONE FOR “PORK AND 
PEAS” UNLESS JOBBERS TAKE OR- 
DERS FOR THAT TERRITORY. 








Printers’ INK some months ago 
printed an article on how peas 
might be advertised. Since then 
two pea advertisers have made 
their appearancc—the first peas to 
be advertised. 

“Lakeside Pork and Peas” is 
the name of one of these products, 
the advertising for which is being 
handled by Ralph E. Keller, of the 
Chas. H. Fuller Company, Chi- 
cago. 

“IT don’t suppose there is a 
canned article on the market that 
met with such instant success as 
Lakeside Pork and Peas,” says 
Mr. Keller. “We have been on 
the market only six months, and 
the continuing repeat orders from 
every section, so far started, 
proves conclusively that Lakeside 
Pork and Peas will have an es- 
tablished demand from the Amer- 
ican housewife. 

“When we first undertook the 
marketing of this entirely new 
product, we had one very strong 
and helpful advantage, in the fact 
that practically every retail gro- 
cer was carrying Lakeside Brand 
Peas and Beans, and in the fur- 
ther fact that almost every house- 
wife was acquainted with the su- 
periority of Lakeside goods, con- 
sequently, our advertising did not 
have to be entirely centered on 
‘brand,’ and there was little pos- 
sibility of our purchasers being 
skeptical of the new article on 
account of its reliable backers. 

“It was simply a case of a con- 
vincing introduction to the latest 
member of the Lakeside family— 
a member so entirely new and de- 
licious that strong copy could not 
fail to induce the housewife to 
buy her initial can. This she did 
instantly and has kept up the good 
work ever since. 

“Briefly, our plan was as fol- 
lows: G. P. Foute, general sales 
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manager of the Wisconsin Peg 
Cannery Company, which is re- 
sponsible for Lakeside Pork and 
Peas, already had a staff of thirty 
or forty salesmen covering the 
country. This efficient staff, to- 
gether with a number of special 
men, were called in to headquar- 
ters and given a thorough educa- 
tion on the new product. They 
started out to call on the jobbers, 
fully equipped with reliable argu- 
ments and complete general in- 
formation, together with proofs 
of the copy to be run. Folios of 
the ads were supplied to the job- 
bing trade to be supplied to their 
traveling men. All copy contained 
(at the bottom) not only the re- 








WeWant Every Woman 
To Taste Lakeside 
Pork and Peas 


We offer this week for the first time in America the newest, most delight 
ful, wholesome and appenzng idod product juced, and we want every 
woman in — to vise any grocer tnw week and try 4 sample 

them sa your lees antes ¢ 0 chrmgh evident © corragh 
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tailers’ names but the jobbers as 
well. It was made plain to the 
jobbers that no advertising was to 
be started in their territory until 
they could take a sufficient num- 
ber of cases to justify the expen- 
diture. 

“They were allowed to give the 
retailer one case free with every 
ten-case order. This met with 
great favor and the orders started 
to come in rapidly. The campaign 
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Theodore Roosevelt’s 
African Hunting Articles 


are giving SCRIBNER’S MAGAZINE great 
advertising prominence. 


In the long list of mediums offering splendid 
value to advertisers SCRIBNER’S is of first 


importance. 


A long-established Magazine of the highest liter- 
ary and artistic type, selling at 25 cents, and with 
a great popular distribution is unique. To ad- 
vertisers of merit it is the ideal medium. 


No man more universally popular than Theodore 
Roosevelt ever wrote. The sales of SCRIBNER’S 
since his articles began far exceed the most san- 
guine expectations. Each month the edition has 
been greatly increased; each month it has sold out. 


SCRIBNER’S begins 1910 with an edition far 
exceeding all records for a Magazine selling for 
more than 15 cents. 


SCRIBNER’S will hold this great gain and add 
to it each month of 1910. 


A full page in Scribner’s costs $300 per insertion. 


Let us see you personally. 


Advertising Department 


SCRIBNER’S MAGAZINE 


Temple House, Temple Ave. 153 Fifth Ave. 328 Wabash Ave. 
London, E. C. New York Chicago 
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opens in each city with a 1,000- 
line ad. This is followed by triple, 
double and single-column copy, for 
a period of three months. -Hand- 
some attractive window displays 
are furnished the retailers and 
their co-operation in this connec- 
tion has been excellent. As fast 
as the retailer put in the goods 
their name is added to the copy 
running in their town. Recipes 
are furnished the housewife, for 
“Pork and Peas” can be made 
into any number of. delicious 
dishes, such as chicken, a la king, 
or country style, or vinagrette, or 
croquettes, etc., etc. 

“We have so many actual argu- 
ments over ‘Pork and Beans’ that 
we bid fair to take a good portion 








the accom st i it 
ove ot innumerble dclisious snd substantial dishes that 
can be prepared with green peas. But be sure to get 


Waukesha 
RUN-O-POD 
Green Peas 


‘an-O-Pod Pets are picked and hulled when freshest, washed 
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of their business away. Already 
we know of countless instances 
where Pork and Peas have sup- 
planted Pork and Beans. Rigid 
analysis in comparison to Pork 
and Beans shows that the Pork 
and Peas contain 4% per cent 


more protein and % per cent 
more fat than the Pork and 
Beans. 


“Each week we are opening up 
new cities. Chicago was one of 
the first we started in, and the 
sales were and still are excellent. 
Very shortly the New York City 
department stores will give dem- 
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onstrations. At 


this 
are shipping carloads of Pork and 
Peas to New York City. We hope 
to start advertising here at an 


time we 


early date. Only newspapers and 
street cars have been used to date. 
We contemplate considerable pill- 
boarding.” 

Another pea advertiser, “Run-o- 
Pod” Green Peas, made by the 


Waukesha Canning Company, 
Wisconsin, is using territorial 
space in newspapers. The ac- 


companying ad appeared in a 
Philadelphia paper. It looks as 
though peas were going to be as 
strong an advertising factor as 
beans. 

—_—_—_——<+-. 


REPLIES TO ART CRITICISM. 





HAMBURG-AMERICAN LINE. 
New York, Nov. 12, 1909. 
Editor of Printers’ Ink: 

In the Department of Commercial 
Art in Printers’ Ink, November 10th, 
conducted by George Ethridge, is stated 
the following concerning a Hamburg- 
American Line advertisement: 

‘The man in the ‘upper right-hand 
corner of the Hamburg-American Line 
advertisement will, if he is lucky, ride 
furiously across the northern part of 
South America and lasso the steamship 
which is now proceeding peacefully and 
unsuspiciously upon its way.” 

For the information of your critic 
I beg to enlighten him as to the error 
of his supposition and point out that it 
is impossible for the horseman to lasso 
the steamship. In the first place, if 
the rider pursued his furious pace the 
horse would undoubtedly senate on the 
steamship tracks. In fact, the horse 
probably realizing this, has already 
shown a_ disinclination to pursue 
further. If he did pass this barrier suc- 
cessfully, the time consumed in crossing 
the stretch of South America from the 
Atlantic to the Pacific Ocean would give 
the steamship quite an advantage, as 
the vessel is already in the Pacific. In 
addition, wireless dispatches received 
show the captain of the vessel has 
noticed his predicament (?) and _ has 
consulted his chief engineer about 
“hooking her up” and not take a chance 
of being lassoed. Even the porpoises 
in the foreground have realized the 
danger and have ventured to show the 
way and lead the vessel to safety, which 
has so reassured and elated the captain 
that he hoisted signals “Good-bye and 
good luck” to his pursuer. 

We hope the above statement has also 
reassured the conductor of your Com- 
mercial Art Department. 

Louis WetIckum, 
Advertising Department. 


++ 
The St. Louis Star gained 167 


columns of display advertising in Sep- 
tember. 
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;« | | THE NEW YORK HERALD’S 
CHRISTMAS | 
NUMBER 


will be issued 


SUNDAY, DECEMBER 12th. 


ya 


This issue contains 


Six Prize Christmas Pictures 
in color. 





Many illustrated stories by the prom- 
inent authors of the day. 


Advertisements accepted at regular 
rates. 
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EVERY WOMAN'S 


MAGAZINE 


Gives 

A Legal Guarantee 
Of Over 160,000 
Monthly 
Circulation 

At 40 cents a line. 
Reservation 
Orders up to Sept. 
1910, inclusive 
Accepted NOW. 
Get in before 
Advance in rate. 





Less than 
One-fourth of 
a Cent 

per Line 

per Thousand 














EVERY WOMAN'S 


MAGAZINE 


34 West 33rd St.. New York 











ean 





INK 





MR, MEARS REPLIES TO 
DAYTON ARTICLE. 





CLEVELAND, Nov. 12, 1909, 
Editor of Printers’ Inx: 


After reading Mr. Dayton’s res 
to my article of October 30, T find 
that I have nothing to excuse and 
nothing to withdraw. My article had 
to do exclusively (except for a proph- 
ecy) with the selling-value of automo. 
bile copy in the present day. 

I never bought a buggy, - not know 
whether Brewster advertised or didn’t ad. 
vertise, never bought a Knox hat in 
my life, and am not convinced that the 
buyers who purchase “publicity adver. 
od cars are beyond the reach of 
ogic. 

rewster (is he still on the map? 
must have lived before the ‘dave et 
John E. Kennedy; therefore, Brewster 
probably lived up to his light. But 
whatever Brewster did in his day is 
no excuse for anybody’s failure to do 
better in this enlightened period. 

As for hats, mine’ happens to he 
Knapp-Felt; not because the rice of 
Knapp-Felt hats is higher than the 
— of Knox hats, but because Knapp- 
Felt copy has convinced me that no bet- 
ter hat is made. 

There used to be a notion that men 
would go on buying Dunlap hats end- 
lessly because of the “sentiment” that 
Dunlap hats were the only hats for a 
man of quality to wear. But, lo and 
behold, the napp-Felt people come 
along with a higher-priced hat than 
Dunlap’s, advertise intelligently, and 
build up a business that is destined to 
make Dunlap’s look as though it were 
pulled up lame behind the flag, if it is 
not already so. 

That condition is bound to be. Give 
a man an intelligent reason why he 
should wear a certain make of hat, con- 
vince him that that reason is both true 
and worthy of his consideration, and 
at once you have knocked into a cocked 
hat all the ancient “‘sentiment’”’ of what- 


‘ever kind it may be that used to impel 


him to buy some other kind of hat. 

Intelligent Americans keep 91 mov- 
ing, and the advertiser must move with 
them or be left behind. 

I maintain as before that, to be a 
selling force, advertising must contain 
selling argument, not mere “sentiment” 
or “suggestion.” And the more numer- 
ous and the stronger these arguments 
are, the more selling force will that 
copy have. 

I do not deny for an instant that 
companies have built up business with- 
out advertising, just as the Buick has 
done. or that some other companies 
(mentioning no names) have built up 
business despite their publicity copy. 

But in neither case is my argument 
shaken. ; 

The question before the house is as 
to the relative selling merits of reason- 
why copy on the one hand and publicity 
copy on the other, in their application 
to automobiles to-day. And until some 
reader of Printers’ INK sheds new 
light on that particular concrete ques- 
tion I shall continue to reiterate all I 


id. 
— Cras. W. Mears. 











THE POOR SELLING CO- 
OPERATION OF THE 
RETAILER. 





HARD TIME SECURING ADVERTISED 
ARTICLES — ACCOMMODATION FOR 
CUSTOMERS—SEIZING AN ADVER- 
JISED REPUTATION FOR SELFISH 
AND INJURIOUS INTEREST—TRADE- 
MARKS ON RETAILERS’ STOCKS. 





[Eprtor1aL Note.—This is the second 
article of a series which gives the retail 
buying experiences of a consumer and 
criticisms of the retail policies and 
store services of some retailers, These 
articles are a part of a ——— now 
being conducted by Printers’ Inx for 
better retail service to secure greater 
sales for advertisers.] 


By Christine Brands 

It sometimes does not seem pos- 
sible to a consumer that there 
should be retailers in business so 
dull to their own advantage as 
one so frequently finds them. 

One day I asked him who was 
then my grocer for Hawaiian 
pineapple. I had been reading 
their advertisements and was con- 
vinced that I must try a can at 
once. 

“No—don’t carry it,” answered 
the grocer, matter-of-factly. And 
that was all! 

I had also been reading the ads 
of the Johnson Educator Com- 
pany, and I felt I wanted to use 
them for my little people. 

“Do you keep the Johnson Ed- 
ucator products?” I asked the 
grocer. 

“Never heard of them,” he re- 
plied. 

“But won’t you get me some 
boxes?” I asked him. 

“No’m—can’t get them, as there 
ain’t any other call for them,” he 
said deprecatingly. 

I had been accustomed to use 
Kingsford’s Corn Starch in my 
housekeeping as unalterably as I 
wound my watch on retiring, so I 
naturally asked the grocer to send 
me a package of Kingsford’s with 
almost the first order I gave him. 

“T haven’t it—nothing but Dur- 
yea’s,” he answered. 

“Oh, but you must get me 
Kingsford’s, I won’t use any other 
kind,” I said, astonished that I 
should have difficulty getting so 
well known a product. 
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“Don’t carry it, and can’t get it 
for you; sorry, ma’am, my other 
customers take just what I give 
them,” he answered stolidly. d 
I sent a maid to exactly six groc- 
ers before I found one who kept 
Kingsford’s! One might excuse 
a dealer from having a newly ad- 
vertised article, but not old es- 
tablished products which have be- 
come staple through advertising. 

Another grocery opened in the 
vicinity, and I went in one day. 
I asked Wilkins if he carried a 
well-known brand of canned 
goods. No, he didn’t, but he was 
sending a boy down town that 
morning, and he would get me a 
can. Did he know the Frances- 
coni Olive Oil? Yes, he knew it 
was a fine brand. He hadn’t it 
just now, but he would get it in a 
few days for me. 

A cousin of mine from England 
was staying with me, and was 
suddenly seized with a desire for 
pickled walnuts—Crosse & Black- 
well’s pickled walnuts—which I 
didn’t know existed. Down we 
went to Wilkins’ to see if he had 
heard of pickled walnuts. Of 
course he had—he was sorry he 
didn’t have a bottle just then, but 
he would have it for us by to- 
morrow afternoon. 

Wilkins is holding my trade, 
and the trade of every other in- 
telligent customer in the neigh- 
borhood, because of his interest 
in the wants of his customers, 
and his willingness to get what 
they wish if he possibly can. 

It is not possible, of course, for 
a dealer to carry all advertised 
brands in stock (and some are 
of inferior quality) but it should 
be the purpose of the dealer to 
try to accommodate his custom- 
ers. This would seem to go with- 
out saying, but how few dealers 
do it! 

The usual attitude is, “you must 
take this, or nothing, and I can’t 
get you any other brands or prod- 
ucts than just those I have in 
stock.” It may not be possible 
for him to get the goods you de- 
sire, but he can be interested. He 
should be alive to the demand 
created by an advertised product, 
for as a rule he can afford to get 

(Continued on page 16) 
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Says “the administration of crimi- 
nal law in this country Is @ disgrace 
to avilization.” 






Read 


THE UNJUST JUDGE 
by John Luther Long. 


SUCCESS MAGAZINE 
FOR DECEMBER 


The story of an American judge, for 
go years a lawless lawgiver, a 
juggler with justice. 
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SUCCESS MAGAZINE 


GUARANTEES ITS ADVERTISEMENTS TO ITS 
224,592 SUBSCRIBERS OF RECORD 


Which will YOU Buy? 


‘ 


Goods on a GUESS? 
Or Goods on a GUARANTEE ? 


Will you “pay your money and 
take your chance” or will you buy 
on a money-back proposition where 
you take no chance? 


As a business man you will buy 
guaranteed and money-back goods 
every time. 


The magazine that guarantees 
its advertisements must be more 
profitab'e to the advertiser than 
the magazine that leaves subscrib- 
ers to “pay their money and take 
their chance.” 


Why does your advertisement 
appear in the GUESS advertising 
columns of other magazines and 
not in the GUARANTEED ad- 
vertising columns of SUCCESS 
MAGAZINE? 


WHY: 


That “why” fairly SHOUTS at 
you when you consider the quan- 
tity and quality of the circulation 
of Success Magazine. 


Success Magazine has a guar- 
anteed monthly edition of 300,000, 
an actual circulation of about 600,- 
000, because its contents interest 
at least one man and one woman 
in every family. 


Over 224,000 of this circulation 
goes to the homes of annual and 
life subscribers, and Success Mag- 
azine guarantees its advertise- 
ments to every one of these 224,- 
ooo subscribers. 


Again that “why” that fairly 
shouts to you, WHY are you not 
in the advertising columns of 
Success Magazine? 


Further, Success Magazine has 
at least 100,coo readers outside its 
224,000 subscribers of record. 


If you advertise in every maga- 
zine which leaves its readers to 
guess on the reliability of your 
goods, you need the more to ad- 
vertise in Success Magazine be- 
cause in effect it guarantees your 
advertisement wherever it appears. 


Look at the literary quality of 
Success Magazine. See the appeal 
it makes to the best class of read- 
ers. to men and women alike. You 
will realize that both in literature 
and in advertising Success Maga- 
zine stands alone for quality and 
influence. 


Mr. Advertiser, as an ADVER- 
TISER, how can you afford not 
to have your advertisement in 
such a medium? 


SUCCESS MAGAZINE 


The National Carrier of Dependable Printed Salesmen 


FRANK E. MORRISON, Advertising Manager, Success Magazine Building, New York 


Chicago Office: Home Insurance Building 
Harry T. Evans, Western Advertising Manager 
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the goods, if he knows you, be- 
cause you will buy again, so that 
he will not lose by buying a whole 
case. 

I have discovered another pecu- 
liar thing about some advertised 
goods—the dealers keep it on tol- 
erance as a possible lure for other 
goods, and are grumpy when you 
don’t buy other things on which 
they make more profit. 

I wanted to buy an Ingersoll 
Dollar Watch for my _ small 
brother some time ago, and the 
familiar Ingersoll sign led me into 
a Sixth avenue hardware and spe- 
cialty store to get one. I stopped 
at the Ingersoll watch counter 
and I am sure that at least two 
later customers than I were wait- 
ed on in other parts of the store 
before a clerk appeared to attend 
to me. The “clerk” was the pro- 
prietor himself, and when I took 
a few minutes to examine and 
question him before buying, he 
was obviously impatient, and took 
pains to tell me deprecatingly that 
he only kept Ingersoll watches as 
a favor to customers, for the profit 
was very small. Then he left 
me standing and waited on other 
people, and I had a task getting 
— to come and complete the 
sale. 

It was perfectly plain to me that 
this retailer hung out an Ingersoll 
sign and had a small special pave- 
ment show case for a display, 
solely to use the Ingersoll general 
advertising as a bait to get people 
into the store; but once in he felt 
slightly provoked if they didn’t 
buy anything but the watch. He 
didn’t even care to waste any 
breath explaining the watch. 

A single moment’s reflection 
might show any dealer the absurd- 
ity of this attitude from his own 
viewpoint. He was shrewd in 
keeping Ingersoll watches to at- 
tract people, but once he got them 
in his store he prejudiced them in- 
stead of made friends of them! 
In other words, he defeated his 
own purpose, and worse. 

More than once I have observed 
this self-same spirit among re- 
tailers—to make use of an adver- 
tised reputation for some selfish 
and injurious end. The retailer, I 
have observed, is alive to the news- 


paper and magazine advertising 
campaigns being conducted, and 
schemes how he can connect him- 
self up with its results from con- 
sumers, not so much to sell the 
advertised goods as to get some 
of his other goods sold. Asa nat- 
ural result, he is careless to an 
exasperating degree about selling 
the advertised article, making it 
perfectly clear to you that he 
doesn’t enjoy selling you the arti- 
cle, and would like to load you up 
with something else. This is a 
rank injustice to both myself and 
to the advertiser, and it is no 
wonder that we women bemoan 
our buying troubles over the tea 
table so constantly, and are so in- 
clined to do a lot of shopping 
when we are abroad, where shop- 
ping is so delightful, even though 
customs officers and customs cost 
are such repressive considerations. 

One of the very worst of these 
practices of retailers, to make 
some capital out of a national ad- 
vertiser’s work, is the practice of 
keeping a widely known and ad- 
vertised article, merely in one size 
or shade or style, simply to be able 
to say (and even advertise) that 
they carry that line. Then when 
you come to buy you find that the 
size or shade or style you want is 
“out of stock” or something sim- 
ilar, and you are urged to buy the 
“very similar” line. 

I encountered this in a Sixth 
avenue store when I asked for 
Hydegrade linings of a certain 
shade and was met by “regret” 
that there were so many shades 
that they didn’t “happen” to have 
Hydegrade in the shade I wanted, 
but if I wanted the self-same 
goods, woven and dyed in the 
same factories, but without the 
Hydegrade mark on the selvage, 
etc., etc. I swallowed this story 
once or twice, but when I encoun- 
tered the same story elsewhere, 
and when I found suspiciously 
similar stories being offered for 
other products among other classes 
of retailers, I became aware that 
the trick is pretty widely known 
and practiced against many ad- 
vertised goods, 

Somewhere in Harlem a small 
shoe dealer advertised a trade- 
marked line of shoes I knew by 
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advertising, and I sighed with re- 
lief as I entered his shop, feeling 
that I would be saved a trip down 
town, as the trade-mark would in- 
sure me standard quality, no mat- 
ter how small and unknown the 
dealer. But to my disappointment 
and vexation this dealer had only 
(it seemed to me) half a dozen 
boxes of the trade-marked shoes 
on his shelves, and he couldn’t 
understand why I refused to be 
interested in the nondescript shoes 
he brought out in my size. Maybe 
the poor man couldn’t have lived 
on the profit he could have made 
out of a stock of only the trade- 
marked shoes (yet the manufac- 
turer’s branch stores seem to 
thrive!) but this is not the point 
—I am merely calling attention to 
the very prejudicial effect this has 
on me. I blame both the dealer 
and the advertiser. The advertis- 
ing has worked on me, and I have 
gotten so exasperated at my ex- 
perience trying to buy that [’ll 
recover slowly, if at all. That 
shoe dealer, I am certain, delib- 
rately set about to create the im- 
pression that he carried that line 
of shoes in average sizes, with no 
intention whatever of doing so— 
hoping to make a sale of other 
styles when he got people in his 
store and their shoes off and their 
money in hand. He was using 
the manufacturer’s advertised 
prestige under false pretenses. 

As I have already mentioned, 
I once examined a go-cart at the 
Siegel-Cooper store. “This isn’t 
an Allwin,” I said looking the 
buggy over. 

“It is, ma’am—it’s an Allwin,” 
was the clerk’s reply. 

Now, I had used an Allwin 
owned by a friend, and on the 
footboard I had seen in large let- 
ters, “Allwin Go-Cart.” I looked 
closely for a similar mark on this 
buggy and found none. 

“This is not an Allwin,” I said 
with the finality of conviction. 
“Where’s the trade-mark?” 

“They don’t have any,” he re- 
plied. 

“They certainly do, and you're 
only trying to sell this ordinary 
buggy as an Allwin,” I said. 

“They make them without any 
name, I tell you,” he declared. 
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AN INCREASE OF 
75% 


in foreign advertising for 
the month of October, 1909, 
over October, 1908, is shown 
by the 


CINCINNATI 
ENQUIRER 


Every year more manu- 
facturers realize the vast 
extent and value of the 
market awaiting them in the 
Middle West, 


And when they come to 
enter it the most casual in- 
vestigation is sufficient to 
convince them that the En- 
quirer is the medium for 
covering it. 


They find that the En- 
quirer, while maintaining its 
price at five cents a copy, 
has an ever-growing circula- 
tion; that it stands highest 
in the regard of local ad- jf 
vertisers; that it is the rec- 
ognized want-ad medium of 
Cincinnati; that it gives re- 
sult- producing service at 
economical cost. 

Here is the market and 


’ the medium for you. Let us 
give you some valuab‘e facts 





about both. | 
The S. C. BECKWITH 
SPECIAL AGENCY | 


Sole Agents for 
Foreign Advertising 


Tribune Building 


ew Yor! 


Tribune Bldg., 
Chicago 








Reliance Bldg., 
; Kansas City 

















Of course I didn’t buy, and I 
wonder which was the case: do 
the Allwin people really make a 
buggy without a trade-mark for 
the special use of stores which do 
not like to. sell. trade-marked 
goods, or was it*fiot an Allwin, 
and did Siegel-Cooper.try to palm 
off a substitute? 

I remember O’Neill-Adams once 
advertised, a certain branded 
whalebone in-a special sale it was 
holding in corsets. I went there 
and looked for the whalebone by 
trade-mark, and not finding any, 
asked «the; clerk ~where were the 
corsets they advertised as having 
the branded whalébone. Then I 
was politely told that they had no 
more Of that kind. I wonder if 
they ever did have any? 

I have bought (after much in- 
sistence) the well-known B. V. D. 
underwear for men at the Macy 
underwear counter. But I found 
when it came home that, instead 
of being “B. V. D.,” the under- 
wear bore the strikingly phoneti- 
cally similar initials “O. Y, E.” 

I went into a Butler Bros.’ groc- 
ery store having a sign in the 
window, “Uneeda Biscuit, 5 cents 
a pound,’ And as that is more 
than twice as cheap as usual, I 
wanted to profit by it. I gave my 
order, and then saw the clerk 
scooping loose soda crackers from 
a box. 

“Those are not Uneedas!” I ex- 
claimed.. “Is that what you’re ad- 
vertising? 

“Aw, they’re all made by the 
National Biscuit Company and are 
just the same.” Just the same! 

Even when the dealer does 
carry a product in which you have 
become interested by advertising, 
He doesn’t back up the advertising 
with his salesmanship. I am an 
amateur photographer and became 
intensely interested in the ads of 
the Kodak tank for developing. I 
thought ‘it was just what I want- 
ed, that it would correct my ama- 
teur faults, and that if I had it I 
could develop pictures like a pro- 
fessional. The next time I was 
down at a camera store I asked to 
see the kodak tank. A _ clerk 
brought it out, and told me the 
price. -I asked him all sorts of 
questions as to how it worked, its 
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benefits, etc., but:his attitude was 
so indifferent that my enthusiasm 
cooled and I became of the opin- 
ion that a tank wasn’t all I had 
imagined it to be. 

Too frequently a store does not 
“make good” on its newspaper 
advertising. A glowing half page 
or full page in the Sunday papers 
frequently makes me thrill with 
the possibilities of Monday’s shop- 
ping. But when I see the actual 
goods I discover that they are 
not of as high quality as the ad 
glowingly pictured. Or they have 
been mistated, not exactly, but 
subtly. As for instance, I once 
read a Sunday ad of O’Neill- 
Adams’ that on Monday choice 
ox tongues would sell for 14% 
cents a pound, an unusually low 


price. I went down town espe- 


cially to get one, and saw two 
piles of tongues on the counter, 
some of very small size, some 
larger and more choice, both ap- 
parently marked with the sign, 
14% cents a pound. 

I picked up a large tongue and 
told the man I would take it. He 
said that size was the usual price, 
18 cents a pound. I asked him 
where the special priced ones 
were, and he said only the small 
ones I had noticed were marked 
down. In other words, if I really 
wanted a good tongue (as the ad 
led me to believe) I would have 
to pay the regular price! The ad- 
vertised tongues were not “choice” 
as the Sunday ad had represented, 
but quite inferior, and not a bar- 
gain at all! 

Another fault I have to find 
with stores and their relation to 
their newspaper advertising is 
that too frequently the clerks are 
not instructed as to what is being 
advertised for that special day, 
and where it is. I went down to 
get a bathrobe I had seen adver- 
tised, and didn’t find it in the 
bathrobe section, and it was only 
after consultation with the floor- 
walker that I found the bathrobes 
were in an aisle on the first floor. 
The salespeople knew none of the 
fine arguments advanced in the 
ads, and could not settle my 
doubts ‘about the goods. 

Recently I was shopping, and 


, had in my mind that I wanted a 
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remnant of silk in a light shade. 
Happening to be in Saks’, I came 
upon a counter where remnants 
of messaline were displayed. I 
had thought I wanted china silk, 
so I said to the Christy-esque 
clerk: 

“Have you a 2% yard remnant 
of china silk in a cream shade?” 

“Nothing but messaline, noth- 
ing but that,” he said, without 
offering to show me anything and 
with complete indifference.. I 
walked around to the other side 
of his counter and began looking 
at the remnants myself. Another 
clerk from a different counter 
came up—he looked like Silas 
just from the farm, and indeed, 
was the most gawky clerk I’ve 
ever seen—and he said smilingly 
to me, “Can’t I show you some- 
thing in remnants? These are 
$1 goods we're selling at 69 cents, 
and are unusual fine quality. They 
would make splendid linings for 
a coat, or waist—and what color 
would you prefer?” And before 
I knew it, I had bought 2% yards 
of messaline from that tow- 
headed clerk who had convinced 
me what I wanted messaline (at 
a higher price!) instead of china 
silk, for my purpose. 

Many has been the time that I 
was half persuaded to buy goods, 
and a little salesmanship might 
have won me over; but this sales- 
manship was conspicuously ab- 
sent from the cash-register-like 
clerks in the store. Frequently 
I buy an article, say a_tooth- 
brush, and find that I really also 
needed tooth paste and other ac- 
cessories. If the clerk who sold 
to me had inquired if I was in 
need of tooth paste I should have 
been obliged to him, and his store 
would have increased its sales. 
Instances like this could be mul- 
tiplied without number, and when 
one does occasionally buy from 
a good salesman it is a relief. It 
is most disheartening and nerve- 
racking to buy from a clerk or 
a retailer who knows far Iess 
about the line of goods than you 
do, who has no taste, no- sales- 
manship, no tact, and who, if re- 
tailers and advertisers only knew 
It, greatly limits their sales possi- 
bilities. 
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The Standard Paper for Business Sta- 
tionery—“Look for the Water-mark” 


HUNDRED ora 

thousand men see 
your letterhead where 
one sees your office. 
Yet, your office and its 
furniture are generally 
a little better than is 
necessary. 


OLD HAMPSHIRE BOND 


makes a letterhead 
which suggests your big | 
corner room and your 
mahogany. 





Let us send you the OLD 
HAMPSHIRE BOND Book of 
Specimens. It contains  sug- 
gestive specimens of letterheads 
and other business forms, 
printed, lithographed and en- 
graved on the a and four- 
teen colors of OLD HAMP- 
SHIRE BOND. Write for it — 
on your present letterhead. 
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Hampshire Paper Co. 


The ~~ paper makers in the 
world making bond paper ex- 
clusively. 


SOUTH HADLEY FALLS |: 
MASSACHUSETTS 





Made “A Little Better than Seems Nec- 
essary’’—“‘Look for the Water-Mark” 
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G janticant to advertisers of Food Prod- 


ucts is the following list of manufacturers 
who use 


GOOD HOUSEKEEPING 
MAGAZINE 





Armour & Company. Johnson Educator Food Company. | 
Baker Importing Company. Jones Dairy Farm, 

Walter Baker & Company. Charles B. Knox. | 
Borden’s Condensed Milk Company. Walter M. Lowney Company. | 
Joseph Campbell Company. McMenamin & Company. 
Consumers Fish Company. Merrell-Soule Company. 

Corn Products Company. Minute Tapioca Company. 
Cudahy Packing Company. National Biscuit Company. 
Curtice Brothers Company. National Canners Association. 
Dwinell-Wright Company. Postum Company, 

Genesee Pure Food Company. Potter & Wrightington. 
Haserot Canneries Company, Quaker Oats Company. 
Hawaiian Pineapple Growers Assn. Royal Baking Powder Company. 
International Banana Food Company. Washburn-Crosby Company. 





These space buyers realize that each of the 
300,000 copies reaches a home where food products 
are selected intelligently. Such intelligent selection is 
followed by the intelligent habit of insisting upon the 


selected brands. There is no waste to this circulation. 


Until December | st, $250 a page 


The Phelps Publishing Gompaty 


Now York + Springhold, Mass. » Chicago 


























SAMUEL BOWLES ON THE 
DEATH OF LAFFAN. 

THE NEW YORK “SUN’S” FAMOUS 

OWNER CREDITED WITH MAINTAIN- 

ING HIGHEST STANDARD IN TECH- 

NIQUE OF NEWSPAPER-MAKING— 

HIS CAREER. 





Samuel Bowles, editor of the 
Springfield Republican, and him- 
self one of the few remaining of 
a group of famous editors and 
publishers, pays an unusual trib- 
ute to Wm. M. Laffan, publisher 
of the New York Sun, who died 
Nov. 20. 

“Mr. Laffan’s most valuable 
achievement, to my mind,” said 
Mr. Bowles, when asked by 
Printers’ INK for an expression, 
“was his steadfast maintenance of 
the New York Sun on the lines of 
sane journalism, as they were ably 
set out for him by his former 
chief, Charles A. Dana. It has 
been a comfort to every newspa- 
per man who takes pride in his 
profession and seeks to have it ele- 
vated rather than degraded, to ob- 
serve Mr. Laffan’s loyalty to the 
Dana principles in the technique 
of newspaper making. I remem- 
ber hearing the late William Or- 
ton, president of the Western 
Union Telegraph Company, at the 
time of his death, say that he re- 
garded the Sun as the most per- 
fect example of newspaper produc- 
tion that he was acquainted with, 
referring especially to the intelli- 
gent judgment exercised in the 
selection and presentation and 
condensation of the news of the 
day. That was when Mr. Dana 
himself was in the midst of his ac- 
tive career as the masterful, dom- 
inating editor. 

“Mr. Laffan had a fine side, 
which perhaps did not always ap- 
pear in his business relations. His 
love of art and expert knowledge 
of the subject illustrated a soul 
keenly alive to beauty. He could 
also make himself most agreeable 
in social relations, and was the 
valued companion of bright spirits 
intellectually.” 





Although the _personali of Mr. 
Laffan was kept in the beckground of 
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his newspapers, the New York Sun 
and the Evening Sun, his sharply de- 
fined and vigorous policies found con- 
stant expression through their editorial 
and business management. His papers, 
more than is usually supposed, reflected 
his temperament and tastes in their 
pointed brevity, fearless criticism and 
pugnacity, their humorous treatment of 
news which often was pointed with tell- 
ing sarcasm, in their attitude toward 
Catholicism and their treatment of art. 

Mr. Laffan was sixty-one. He came 
of the best Irish stock. He was born 


in Dublin, Ireland, in 1848. His 
grandfather, through his mother, was 
~ord Chie ustice of England. He 
was one of five children. is second 


brother, Michael Fitz Gibbons Laffan, 
is now manager of the Sun. Mr. Laffan 
attended the university in Dublin and 
then completed a course in St. Cecilia’s 
School of Medicine. 

His studies over, he came to Amer- 
ica, where he yielded to his insistent 
desire to go into newspaper work. For 
a time he was reporter and managing 
editor of the San Francisco Bulletin; 
he soon became editor and half-owner 
of the Baltimore Bulletin, subsequently 
acquiring full ownership of the paper. 

For a time after this Mr, ffan 
was general passenger agent of the 
Long Island Railroad, but his love of 
journalism soon induced him to join 
the staff of the New York Sun, as a 
writer upon the drama and other art 
subjects. From his early boyhood Mr. 
waffan had been a lover of the beauti- 
ful and the antique, and it soon be- 
came evident that he wrote out of a 
full knowledge. He became art man- 
ager for Harper’s, and for three years 
represented them as general agent in 
London. He coturned to the Sun as 
publisher in 1884, at the age of thirty- 
six. At that time Charles A. Dana 
was owner of the Paper, and he was 
not slow to find in Mr. Laffan a con- 
genial personality, with worth and 
genius. In three years he became a 
trustee of the Sun Printing and Pub- 
lishing Association, and in 1887 he 
founded the Evening Sun, 

His power in the Sun corporation 
became absolute in 1900, when he pur- 
chased the interests of Mr. Dana. He 
became the active force in Sun affairs, 
and entirely at liberty to pursue his 
fight with the Associated Press. In 
the early nineties Mr. ffan_ engi- 
neered the insurrection against the As- 
sociated Press, and formed the United 
Press. When many of the P ay ee again 
went over to the revived Associated 
Press, he cut loose from news gather- 
ing organizations entirely and estab- 
lished an independent news service, 
known as the Laffan Service. 

In spite of the driving nature of his 
newspaper activities, Mr. Laffan all his 
life kept up his study of art; indeed, 
he was regarded as an authority not 
only upon art, but upon matters re- 
lating to the antique. Mr. Laf- 
fan’s researches made him keenly 
interested in ceramics, particularly Chi- 
nese ceramics. In this field he so es- 
tablished his reputation that the Metro- 
politan Museum saw fit to e him a 
trustee and an adviser on topics of the 
Levant and the Far East, 
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FIREARMS. SOLD THROUGH 
FARM PAPERS. 








SUCCESSFUL APPEAL TO RURAL DIS- 
TRICTS—BOTH ADULTS AND BOYS 
REACHED— FARM PAPERS THOR- 
OUGHLY TESTED, 





No firearms company, has kept a 
stricter watch upon the business- 
producing capacities of the pe- 
riodicals in which they advertise 
than the makers of the Stevens 
gtns. They use freely mediums 
of every grade. Therefore their 
assertion that the agricultural pa- 
pers bring them more orders than 
does any other class is of consid- 
erable significance to the general 
advertiser. The Stevens company 
began with the farmers’ papers a 
good: many years ago. The policy 
of putting out their business-get- 
ting literature.in this direction 
was. a pronounced success from 
the first. The orders which have 
poured in from the farm homes 
have been a tremendous factor in 
the growth of the company, which 
now has a great big plant at Chico- 
pee Falls, Mass., where 5,0co men 
or more are regularly employed. 

About fifty farm mediums are 
regularly used.. The space varies 
with the importance of the me- 
dium. Always the appeal is made 
to the boy and to the father of 
the boy. A feature of Stevens copy 
in, agricultural papers is the pic- 
ture of a bright, happy boy who 
has just got a Stevens and is start- 
ing out, on the warpath for rab- 
bits. or birds; 

The argument is pointed to 
make the youth eager for a Ste- 
vens gun and make him bring his 
persuasion to bear upon the 
father; furthermore the father is 
shown that his boy should have 
a chance’ to get out and indulge 
in the health-making, manly sport 
of shooting. The gun is perfectly 
safe and, moreover, puts a pre- 
mium upon outdoor activity and 
recreation, a little of which once 
ina while is better for him than 
keeping his nose eternally on the 
grindstone.. Some folks may think 
the..inland farmer a slave-driver, 
who ‘regards work as the only 
thihg for his children and who, 
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accordingly, is apt to pooh-pooh 
such appeals as the Stevens makes. 
If that were so, says the Stevens 
advertising manager, the Stevens 
guns to-day would not be making 
the noise they do on the farms of 
the land. 

To be sure, the gun the Ste- 
vens company advertises in the 
farm papers is not the flossy Ste- 
vens that is talked about in pe- 
riodicals like Scribner's, where the 
full-grown man is the one kept in 
view. Yet the gun for boys is a 
good, substantial article that will 
stand all the bang they can give 
it and shoot straight, too. 

That the Stevens copy in the 
farm papers is not aimed at the 
“old man” is doubtless because he 
already has his firearm and doesn’t 
feel justified in indulging himself 
in a new. one. The farmer is a 
hard master of himself, but he has 
a vulnerable spot in his feeling for 
the children’s welfare and_pleas-, 
ure, and that is where Stevens 
“gets him.” 

In the art of getting their guns 
in the hands of the boys the Ste- 
vens company has proved skilful. 
One would think, offhand, that it 
would be fruitless to appeal to the 
mother to see that her boy has a 
gun; women, you know, are sup- 
posed to have a horror of fire- 
arms. Yet Stevens advertising, 
appealing to both the father and 
mother, is appearing in women’s 
publications and is bringing a lot 
of business. 

———__+o+—__—__ 

The Montreal La Presse announces 
the appointment of Arthur Berthiaume 
as general manager, Henry A. Robert 
advertising manager, and Walter J. 


Healy manager of the promotion and 
publicity department. 





Hotel men ot the Martha’s Vineyard 
and Nantucket region are working up 
an advertising proposition to advertise 
their regions as health resorts. The 
legislature is to be asked for money. 





Beginning with January, System will 
appear in a new dress, Will Bradley, 
formerly of Coller’s, has designed the 
cover, typography, and will have thirty 
drawings in it, 





M. Steinert & Sons are sending or- 
ders through the F. P. Shumway Con 
pany to a large list of New England 
papers covering the cities and towns 
where they have stores, 
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Orders From England 
and New Zealand 


Not individual mail orders, either, but large orders from dealers, 
besides a large number of United States dealers’ orders, some of 
them coming in six months after the advertisement had stopped— 
because the season was over-—was one advertiser's results from 
those standard farm papers, Orange Judd Weeklies. 

Because we guarantee our advertisers’ reliability our readers know 
they can buy of them direct, or through dealers half around 
the world, with as much confidence as though the goods 
were made in their home town. ‘The average city man can’t 
realize the strong influence a good farm paper has over its readers. 


The 250,000 alert, businesslike farmers who subscribe to 


The 
ORANGE JUDD 
WEEKLIES 


Regard our papers as being almost inspired. Their fathers did so 
before them. They recognize our reading matter as authoritative 
and practical. So they read our papers with an open, recep- 
tive mind; ready to have their opinions formed by our adver- 
tising, as well as our reading columns. That is why our 
advertisers get such quick results, whether they sell direct by mail, 
or through dealers. For the wide-awake farmers that form our 
250,000 sworn circulation are buyers of advertised goods. 

They insist on getting named brands from their dealers, and 
buy direct from mail order advertisers, too. The secret is our 
readers’ confidence in Orange Judd Farmer, American Agri- 
culturist and New England Homestead, these three weekly farm 
magazines. that are national and even world-wide in their interest 











to progressive agriculturists. 
We'll tell you what, and perhaps who, it was described above. 


ORANGE JUDD COMPANY 


Office: Headquarters : Basen. OGee: 
“ee Building 439-441 Lafayette Street 1-57 West Worthington St 
Chicago, Ill. Springfield, Mass. 


New York 
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The Methodists 


Epworth Herald . . . Chicago and New York 
Pittsburg Christian Advocate . . Pittsburg 
Western Christian Advocate . . Cincinnati 
Northwestern Christian Advocate . Chicago 
Central Christian Advocate . . Kansas City 


THE METHODISTS make no apology for being 
Religious Weeklies. It is true, some magazines try 
to persuade the advertiser that their magazine is 
not classed as “religious,” but “purely a family 
weekly.” BOSH—we are proud that THE METH- 
ODISTS are the official publications of the greatest 
Protestant Church in the world. 

Why try to conceal the fact that they cater to the 
Religious side? Nearly every one in your com- 
munity and ours has had a religious training of 
some sort—and as a rule are pretty substantial 
people. They all purchase about the same kind of 
commodities and it’s a good plan to appeal to them 
along the line of “least resistance”’—and usually 
they have the most confidence in the publications of 
their first choice. 

THE METHODISTS solicit your advertising 
because we feel sure they will be profitable to you. 
The Methodists are the subetaatiol people who 
have money to spend and who are loyal to church 
and church paper, and patronize its advertising 
columns. 

THE METHODISTS can place your advertise- 
ment in a quarter of a million homes of the pros- 
perous buying people in the smaller cities and 
towns for $1.00 per line. The most liberal proposi- 
tion ever presented by publications enjoying the 
prestige of THE METHODISTS. 


Very truly yours, 


The Methodists 


57 Washington St. Chicago, Ill. 














THE STATUS OF RELIGIOUS 
PAPER ADVERTISING. 





CLEANING UP OF CIRCULATION MYS- 
TERIES AND OF ADVERTISING COL- 
UMNS RESULTING IN MORE AND 
BETTER CLASS OF ADVERTISING 
—LOUIS KLOPSCH ANALYZES RE- 
LIGIOUS SITUATION TO-DAY. 


By S. C. Lambert. 

In spite of the fact that there 
are nearly a thousand religious 
periodicals published in this coun- 
try, some of them having very 
large circulations, it is true that 
very few advertisers have any 
knowledge concerning this impor- 
tant field. A case in point is that of a 
manufacturer who had been using 
the general magazines and wished 
to add to his list some periodicals 
of special nature. He looked into 
the question of religious newspa- 
pers. To say that he was stag- 
gered would not be overstating it. 
Not at the number of religious 
mediums, but at circulations of 
hundreds of thousands which some 
of them claimed—periodicals that 
he had never heard of before. 

So he made several flyers in 
the columns of the most promis- 
ing. Then came the necessity of 
winnowing out the best. Some of 
the periodicals proved good in- 
vestments; others were not busi- 
ness producers. He is now using 
four of his first list and is getting 
good returns, 

The. few advertisers who have 
made a study of the religious field 
and know its possibilities are per- 
sistent and consistent users of 
space in religious papers. John 
S. Huyler is one of these and S. 
W. Bowne, of Scott & Bowne, is 
another. Both are prominent 
churchmen, taking an active in- 
terest in church affairs and keep- 
ing in close touch with conditions 
affecting them. The result is that 
the advertising of Huyler’s prod- 
ucts and Scott’s Emulsion is con- 
tinually appearing in the denomi- 
national press. 

One characteristic of the reli- 
gious paper of good standing is 
its personality. The editor is 
more than a mere name. In some 


instances he is a clergyman of 
note, 


with a large following 
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among the members of his de- 
nomination who regard his ex- 
pressions on doctrinal matters as 
authoritative and conclusive. This 
condition naturally affects the ad- 
vertising columns, securing for 
the propositions there set forth 
a respectful hearing on the part 
of readers. 

There seems, however, judging 
from statements made by several 
publishers, to be a tendency to 
break away more and more from 
denominational lines and to make 
the religious paper appeal to the 
whole mass of religious-minded 
people. 

“The future will see broader 
editorial policies in these papers,” 
said one well-known publisher. 
“And while each denomination 
will always, of course, have its or- 
gans, the general run of religious 
periodicals will be of a more gen- 
eral scope.” 

Most of the worthy religious 
papers of the present time are 
very careful as to the character 
of the advertising admitted to 
their columns. 

A certain agency man in New 
York who handles several ac- 
counts said many religious news- 
papers made a gross blunder in 
policy a few years ago by running 
almost any sort of advertising 
that they could get. Even the 
rankest of medicine ads were 
printed; good advertisers could 
do nothing else than withdraw 
their accounts. It has been uphill 
work for these journals to redeem 
themselves. Most of them saw 
their mistake some time ago and 
purged their advertising columns. 
One never sees a “sure cancer 
cure” in them now, One high- 
class Catholic magazine does not 
even accept corset ads. Lots of 
religious papers have completely 
tabooed medical advertising. In 
consequence advertising men are 
looking upon religious papers of 
the better class with more favor 
than heretofore. ; 

Louis Klopsch, publisher and 
proprietor of the Christian Her- 
ald, in an interview the other day, 
said some interesting things con- 
cerning the outlook in religious 
journalism. “For the past twenty 
years,” he said, “the country has 
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BENZIGER’S 
MAGAZINE 


A Catholic family 
monthly of the very 
highest class—the publi- 
cation that has proved a 
“good puller” for honest 
and marketable proposi- 
tions. 

It differs from the or- 
dinary magazine, in that 
it is more intimately in 
touch and sympathy with 
the 'ife and needs of its 
subscribers. 

Its endorsement of 
your goods or proposi- 
tion will be valuable to 
you—it will be glad to 
give you this backing if 
what you sell is worthy 
of it. 


GUARANTEED 
AVERAGE 
CIRCULATION 


5,000 


Please write for our 
latest booklet. 


BENZIGER 
BROTHERS 


36-38 Barclay St., 
NEW YORK 
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been at a low ebb, religiously. But 
a man who has observed events 
and read history rightly knows 
that religious growth comes in 
cycles. I have seen signs now for 
a year that religious feeling is re- 
viving. Particularly I see evi- 
dences in my mission work. I be- 
lieve that events will bear me out 
in my prediction that during the 
next twenty-five years religious 
journalism will prosper as it never 
has before.” 

Mr. Klopsch is making a family 
magazine which lends itself to 
wide appeal. This fall he is spend- 
ing $80,000 cash in getting new 
subscribers. Thirty thousand of 
this will go for doub‘e - page 
spreads in the Ladies’ Home Jour- 
nal, the Saturday Evening Post, 
and for less space in other peri- 
odicals. 

It is interesting to note that it 
was a strictly clergyman’s maga- 
zine that made it possible for the 
American Typewriter Company to 
build up a business that is now 
thriving. Two or three years ago 
the advertising manager of the 
publication heard that the stock 
of this new typewriter  con- 
cern was being put on the mar- 
ket. He induced the sales man- 
ager to try a page. Although the 
magazine had only 28.000 circula- 
tion, it brought over two hundred 
orders. The American typewriter 
sells at $35, and made a good mail- 
order offer. 

The better class of mail-order 
goods, appealing especially to fam- 
ilies in country districts, often find 
the religious newspapers profitable 
sales mediums. 

oy a eee hel, 

Another volume has been issued by 
Farm and Fireside in its series, ‘‘Some 
of the Things 1909 Farmers Buy.” The 
latest volume deals with Minnesota and 
North Dakota. The same highly inter- 
esting fact story of what actual farm- 
ers are using of advertised goods: is 
given in this volume as characterizes 
the others. The percentage of farm 
ownership in Minnesota is 82.7 and 
in North Dakota 91.5. Minnesota sells 
annually $36,000,000 worth of spring 
wheat each year and $22,000,000 worth 
of butter; while North Dakota sells 
$49,000,000 worth of wheat and $14,- 
000,000 worth of flaxseed. 


C. M. Manifred has resigned as ad- 
vertising manager of the H. W. Johns- 
Manville Company to become_ secre- 
tary of the Willett Press, New York. 












WHY INGERSOLL WATCH 
IS GOING INTO RELI- 
GIOUS PAPERS. 





AFTER CIRCULATION WHICH GENERAL 
MEDIUMS DO NOT REACH — BUY- 
ANG “AT RETAIL” INSTEAD OF “AT 
“WHOLESALE.” 





For the first time since it has 
advertised the Ingersoll Watch 
Company is going into the reli- 
gious papers. ; ae 

The idea behind this move is in- 
teresting. When the first adver- 
tising was begun, years ago, the 
only basis which was found profit- 
able was a basis of direct returns. 
Distribution was then a draw- 
back which made it necessary to 
get dollar for dollar for adver- 
tising expenditure. 

Now, however, with 60,000 dcal- 
ers ranging in kind all the way 
from high-class jewelers to cor- 
ner groceries, and with a national 
reputation upheld by the maga- 
zines, the situation is different. 

“However wide the reach of 
magazines,” say those in charge 
of the Ingersoll advertising poli- 
cies, “it has become clear to us 
that there are great numbers of 
others still to be reached by spe- 
cial mediums. Our first thought 
in this direction was the religious 
papers, which have a wide and 
peculiarly intimate appeal. We 
believe that the best of these me- 
diums go to people who are not 
reached in any other way, and 
we expect to tell the Ingersoll 
story to a great many thonsands 
to whom it is almost new. 

“We included denominational 
papers because we figure that 
there is a peculiar certainty 
against duplication, for surely a 
man who takes one denomina- 
tional paper does not take another. 

“But we are not afraid of du- 
plication, for reiteration is repu- 
tation. It is true that religious 
circulation costs more than in the 
big general mediums, and we real- 
ize that we are buying space at 
retail instead of at wholesale; but 
we think the other considerations 
greatly outweigh this. We antici- 
pate success from our venture.” 
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Place YOUR 
Advertising 
with the other 
good ones 





place your advertisement 
where the other good 
ones are. 


In the first eight months of 


this year The Churchman has 
been used by 


Ts a pretty safe plan to 


35 well-known national ad- 
vertisers 
(Mennen, National Biscuit 
Co., Standard Oil Co., Franco- 
American Food Co., Heinz, 
Sapolio, Gorham Co., Silver- 
smiths, New England Confec- 
tionery Co., Meriden Britannia 
Co., Lewandos, Huyler, Lord 
& Taylor, American Telegraph 
and Telephone Co., etc., etc.) 

33 Important Financial 
Houses and Insurance 
Companies. 


17 Railroad and Steamship 


es. 
112 Schools. 
47 Resort Advertisers. 
41 Publishers. 
325 High-class Misc. Adver- 


tisers. 


Here is a total of 610 first- 
class advertisers, the great 
majority of whom are con- 
tinuous users of The Church- 
man’s advertising columns 
and fully alive to the great 
wealth and purchasing power 
of its particular field. 


“Printers’ Ink,” Sept. 8th 
shows that The Churchman, 
for the first week in Aug., 
709, led all the national 
weeklies in volume of adver- 
tising. 


THE CHURCHMAN CO. 


Churchman Bldg., New York, N.Y. 
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The Extraordinary 
Purchasing Capacity 


of the Catholic Institutions may 
best be reached through 


THE 


Ave Maria 


as well as the representative 


Catholic families 


25,000 Weekly 


Books examined by the Associa- 
tion of American Advertisers. 
Most discriminating and efficient 
Catholic medium in America. 


REV. D. E. HUDSON, C. S. C. 
Editor and Publisher 


Notre Dame Indiana 
JOHN A. MURRAY 


Advertising Mgr. 
154 Nassau St., New York 














Two Reasons why the 
advertiser should use 


Ghe 

Presbyterian 
1. As the conservative paper 
of the denomination, its con- 
stituency is not reached by 

other Presbyterian papers. 
“Tue PRESBYTERIAN is the 
Gibraltar of our denomination.” 


—Public Address by the Presi- 
dent of Lincoln University. 


2. The advertiser’s appeal, 
properly presented, meets with 
gratifying response. 

“We received more money 
from the notice in Tue Pressy- 
TERIAN than from any other 
newspaper or kindred announce- 
ment.”—Treasurer of Children’s 
Seaside Home, Sept., 1909. 


Presbyterian Publishing Co. 


1014 Witherspoon Building 
Philadelphia, Pa. 
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W. H. BLACK LEAVES 
BUTTERICK, 


W. H, Black, for the last four years 
manager of otvertising for the But- 
terick Trio, has severed his connection 
with the Butterick Publishing Company, 

Mr. Black’s plans for the future are 
not, as yet, announced, but it is under- 
stood that he makes the change in 
order to broaden his field of infeonae 
in the advertising world. 

Mr. Black entered the employ of the 
Butterick Company nearly nine years 
ago as a solicitor under Thomas Balmer, 
After two years’ training, Mr. Black 
was promoted by Mr. Balmer to be 
manager of the Western office of the 
Butterick Swag gy | Company, in Chi- 
cago, a position he filled for three years 
with such unusual success that, upon 
Mr. Balmer’s resignation as manager 
of advertising for the company, Mr. 
Black was asked to take up his old 
chief’s work in New York, 

This Mr. Black did so successfully 
that the advertising organization of the 
Butterick Publishing Company is to-day 
one of the most complete and effective 
in existence. Much of the progressive 
development of all the Butterick publi- 
cations is due directly to Mr. Black’s 
influence. He was instrumental in 
securing an enlargement of the pages 
of the Delineator, the Designer and the 
New Idea Woman’s Magazine and has 
had much to say in regard to their edi- 
torial policy of supplying the class of 
literature desired by the reading public. 

The establishment of the Butterick 
fashion quarterlies—Butterick Fashions, 
Standard Fashions and New Ideas in 
Fashions—was accomplished under Mr. 
Black’s supervision. 


——_+ o> —_—_—_— 


A NEW H-O COMPANY FORMED. 


Renewed breakfast food advertising 
activity is likely to result from the re- 
organization of the famous “H-O” Com- 
any, Buffalo. A new company has 

en incorporated with a capital of 
$2,000,000 to manufacture cereals and 
deal generally in food products. The 
directors are: Laban S. Jenks, Lester 
F. Gilbert, Aisley W. Swayer, Stanle 
is Bush and Edward McMillis, of Buf- 
alo. 

The H-O Company was incorporated 
in May, 1883, and acquired the busi- 
ness, trade-marks, etc., of the “H-O” 
brand of Edward Elsworth & Co., Buf- 
falo, which concern has manufactured 
the output of the H-O Company. 

Judge Hazel in the United States 
Court of Buffalo in the latter part of 
April, this year, appointed A. L. Carver, 
L. M. Bass and Frank A. Abbott re- 
ceivers for the company. on gr wo 
tion has been under way for some time. 

While no action has been taken con- 
cerning advertising, it is fully expected 
that the reorganization will resu]t in 
a vigorous advertising policy. At pres- 
ent H-O is advertising only in St. Paul, 
Minneapolis and San Francisco with 
110-line copy. Frank Presbrey is the 
advertising agent. 
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3 of a kind—with two values 


60,000 MONTHLY CIRCULATION 


Combination ONE TIME RATE, per page . . . . $90.00 
Six times or more. . ees 


1. Publicity and Mail-order Vidions “The three go into 60,000 
homes—the kind that are not above answering advertising. 

2. Trade Paper Value: The three reach purchasing agents of 
35,000 churches and Sunday Schools. 


F. M. BARTON, Publisher. F. E. HURLBURT, Advertising Manager 
701-8 Caxton Bldg., Cleveland, Ohio 
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The Sunday School Times 
Tells Where to Get Things 


“To me The Sunday School Times has been 
an essential. There is nothing like it for lesson 
exposition, the general articles, the editorials, 
and last, but not the least in importance, the 
advertisements. These I peruse first. I learn 
where to get things.” 


H.G. SHaw, Newark, N. J. 


Get Your Announcement into 
The Sunday School Times 


ASK THE RELIGIOUS PRESS ASSOCIATION 
Witherspoon Building - Philadelphia 
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ADVERTISING SELLS SAU- 
SAGES FROM THE FARM 
THROUGH. DEALERS. 





JONES’ DAIRY FARM 
THROUGH GENERAL 
SAUSAGES USED AS A LEADER FOR 
MANY OTHER PRODUCTS — SOLD 
ONLY THROUGH DEALERS. 


MAGAZINES— 





After experimenting with vari- 
ous forms of advertising for five 
years, the Jones Dairy Farm has 
adopted a definite policy, and its 
copy is now appearing in the Lit- 
erary Digest, Munsey’s, the Out- 
look, McClure’s, the Saturday 
Evening Post, Everybody's, Life, 
the Associated Sunday Magazines, 
the Philistine, the Fra, the Review 
of Reviews and Good House- 
keeping. 

Only magazines are used in this 
campaign, which is guided by the 
George Batten Agency. ‘The 
Jones’ booklets are not sent out 
broadcast; they are furnished the 
high-grade dealer, who furnishes 
them to a selected number of his 
customers. 

In order to understand just how 
a ‘five years’ advertising campaign 
has made it possible for the Jones’ 
Dairy Farm products to develop 
into the prosperous business it is, 
a look at the idea behind the en- 
terprise is necessary. 

Milo C. Jones, who is now about 
sixty years old, had a reputation 
among the folks around Fort At- 
kinson for the excellence of the 
sausages which he made. In this 
community of less than 3,000 a 
good many families formed the 
habit of getting sausages from 
him; they discovered that they 
were good. The enterprise grew 
slowly; hams, bacon, lard, buck- 
wheat flour and maple syrup and 
sugar were added. Everything 
was made on the farm; the pigs 
that furnished the sausage, bacon 
and lard were home grown. 
Every step of every process in 
making these foods was under the 
watchful eye of the owner. So it 
was that six years ago when the 
son, Edward C. Jones, joined his 
father, the time seemed ripe for 
trying to secure custom from a 
wider territory. 
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An advertising campaign was 
begun in a small way. The Joneses, 
father and son, woke fully to the 
fact that in the quality of their 
goods they had an asset that was 
appealing more and more every 
year to Americans who liked good 
things to eat. So, four years ago, 
their copy came out, full blast, in 
a number of general magazines, 
Since then, the business has over- 
flowed the bounds of the original 
farm and a big area of ground 
has been purchased adjoining, 
where the plant and packing-house 
of the industry stand. 

Their advertising talks quality 
all the time; they are centering 


their energies upon their sausages, 
letting the other goods follow this 





SAUSAGES 


What we don’t put 
into our sausages has 
much to do with mak- 
wit them so delicious. 

€ use no adulterants. fillers or pre 


servatives, notbing but aiinyses limle pig pork. home-ground 
spices and salt. 


So many folks write to tell us how much berter our sausages 
your grecer’s 











ave than any others that we'd like you to call 
for them. If be cannot supply you, send for our 
TRIAL OFFER—4 Ibs. $1.00 Express Prepaid. 
$1.40 west of Kansas and south of Tennessee. 
unless you're satisfied. 
f vou want our good recipes for cooking sausages, bams, 
bon, and other things we make, send for Farm Booklet, Free. 


WILO ©. JONES, Jones Dairy Farm, ?.0. Bex Fort Atkinson, Wis, 









leader into the high-class Ameri- 
can family. Jones’ sausages cost 
twenty-five cents a pound, while 
the common or garden variety 
costs only fourteen cents. But 
the well-to-do American man has 
evidently a weil developed “sau- 
sage tooth,” for the Jones’ busi- 
ness is booming. Park & Til- 
ford, through the fall and winter, 
receives every day from the Jones’ 
Dairy Farm 600 or 800 pounds of 
sausage. 

Owing to the nature of the 
goods, the advertising appears 
only from October to February. 
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RICE is a big thing 
P:: buying space. 

There is only one 
thing bigger — quality 
and buying power. 


Measure up the Wo- 


Where else 
can you buy 
proved, paid 


man’s National Daily on 
these two counts with 
every test you know. 


circulation at 

One-Ninth 

of a Cent 
per line per 

down to one-ninth of a 

cent per line per 1,000— thousand ? 


that settles price. , 


180,000 paid and 
proved copies at 20 cents 
a line, which figures 


As for quality — take 
this ev:dence—the Wo- 
man’s National Daily 
carries more department store mail order advertising 
than any other paper published. 


Editorially the paper is likely to be a revelation to 
you—you ought to see it and appreciate why 180,000 
homes watch for its coming with a family interest. 
Each one of these homes has paid money to get the 
paper, and each one of these homes represents in- 
come and buying power of the kind that is the adver- 
tiser’s biggest marketing asset. 








For further information address 


THE WOMAN’S NATIONAL DAILY 


CAL. J. McCARTHY, Adv. Mer. 
ST. LOUIS, MO. 


UNIVERSITY CITY 


New York Office 


St. Louis Office ce. 
Bt 1502 Flat Iron Building 


Chicago s O 
1700 1st Nat. Bank Bldg. Star Building 
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Continued Increase in 
Display Advertising 


ChicagoRecord-Herald 


increased its volume of display 
advertising during October, 1909, 
over the same month last year 


314 Columns 


This follows continued increases 
since January, 1909, during 
which time the Chicago Record- 
Herald has shown a total 


Gain in Display Adver- 
tising of 2,226 Columns 


The Chicago Record-Herald has 
the quality of known circulation 
that brings results to advertisers. 





' Ghe 
Chicago Record-Herald 
NEW YORK OFFICE 
437 FIFTH AVENUE 











If you want to tell your story 
TO AN AUDIENCE OF 


50.000 ho live in a 
3 soties of less than 
PEOPLE 20 miles from the 


New York City Hall and 


WHO BUY 
ADVERTISED GOODS 


Make Your Mouthpiece 


‘ The 
Daily Argus 


Goes into 5,000 homes daily in 
ount Vernon, Tuckahoe, 
Bronxville and the Pelhams 
and is a known advertising 
medium of power and profit. 


Rates for the asking. 








THE DAILY ARGUS 


MOUNT VERNON, N. Y. 











TIME RIPE FOR RENAISSANCE 
OF MEDICAL ADVERTISING, 


» P, FisHer ADVERTISING AGENCY. 

San Francisco, Cat., Oct. 27, 1909 
Editor of Printers’ Inx: 

For some time we have intended writ- 
ing you on a matter that concerns news- 
peiy' advertising agents and the pub- 
ic at large, as well as legitimate medi- 
cal advertisers. We would like to see 
Printers’ Inx start a discussion on the 
decadence of medical advertising with 
the view of looking to the rehabilitation 
of this old and valuable but abused 
source of business. Impossible medica] 
ads have caused medical advertising to 
be so discredited that it has almost dis. 
appeared, while we know there are valu- 
able preparations that can and ought to 
be profitably placed before the people 
through the newspaper columns. 

In this connection we submit to you 
the following ad and the correspondence 
that followed, which seems to us are 
directly in point. The following ad 
appeared in a large Eastern daily: 

“Diabetes. 

“From late figures the hope of recovery 
under the new emollient treatment 
seems to be about as follows: In people 
of sixty or over results are quite uni- 
form, probably nine-tenths recovering. 
While at fifty and over a large major- 
ity of all cases yield to the treatment; 
below fifty and approaching forty the 
disease gets more stubborn, and between 
thirty and forty the percentage is not 
high—probably not over half yielding. 
Under thirty there is great uncertainty, 
and in children recoveries have been 
very few, and those were obtained with 
the aid of skilled physicians forcing 
nutrition, with alkaline treatment to 
prevent formation of acetones, The 
new emollient treatment is known as 
Fulton’s Diabetic Compound. We desire 
every patient to write us who is not 
noting the usual improvement by _ the 
third week. Literature mailed free, 
etc., etc.” 


The appearance of this ad drew out 
the following 3 from the agent: 
“Please stop the Diabetic ad. It is in- 
jering business.” This brought forth 
the following reply from the Com- 
pounders: 

“When the writer took the manage- 
ment of Fulton’s Compounds he be- 
lieved from the reports filed and what 
he was told that Fulton’s were specifics 
for Bright’s Disease and Diabetes in 
all ages of people. This belief was con- 
firmed as to the Renal Compound, but 
as to the Diabetic Compound, while it 
helped all patients from childhood to 
old age, yet there were failures in chil- 
dren that compelled attention. I found 
that complete recoveries were not 
numerous in very young diabetics; also 
that in diabetics in their ’teens and even 
in the twenties and thirties, there were 
still many failures; that beyond forty 
recovery was the general rule, and over 
fifty nearly nine-tenths yielded. It 
seems to me that without reference to 
business considerations these facts must 
be given to the people. However, I 
will say that it is possible that I went 
too far in letting that advertisement 
say that recoveries in children in dia- 
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betes were only obtained by having the 
pnysician aid by forcing nutrition and 
reducing acetones, for there have been 
a number of recoveries in diabetic chil- 
dren and young people through the Dia- 
betic Compound without any aid what- 
ever, But in view of the failures in 
young patients I would give parents 
too Refe rather than too much hope 
and thus impress them with the seri- 
ousness of the case so that they will 
call on us or their physicians for help 
and keep the case well in hand and 
under careful observation. The people 
should know the truth, and it is my 
belief that it will in time aid rather 
than decrease the value of these spe- 
cifics, When young diabetics or their 
friends call at this office I unhesitatingly 
tell them the exact truth about it, but 
include the important fact that what- 
ever the probability of recovery under 
this treatment may be, yet there is no 
hope offered from any other source. 
So far as I know this is the em | 
preparation publishing its failures, an 
it is growing due to that fact. But 
even if this were not so, our duty would 
be plain, nevertheless.” 

It seems to us this advertisement and 
correspondence is in the right line and 
that if people who have proprietary 
preparations of real merit will stri 
them of the “Cureall” tendency an 
tell the real truth there is a wide and 
prosperous avenue open for large busi- 
ness, There are many good things and 
the people need them, but the truth 
must be told about them, 

The point has been made to the Ful- 
ton Company by some so-called adver- 
tising experts that in view of the re- 
sults obtained the claims have been too 
conservative. But against considerable 
pressure the manager has persistently 
adhered to the policy disclosed in the 
above ad and correspondence. 

_ Again returning to the thought that 
inspired this letter we hope it will 
strike a responsive chord that will be 
taken up by the newspapers and adver- 
tising fraternity with a view of, re- 
habilitating and placing medical adver- 
tising on a strong and sound basis. 
In our judgment it can be done, but 
on | with the elimination of fraud 
and the renaissance of truth. 

H. W. Knott, 

Manager. 


eS es 
“FULL OF MEAT.” 


NationaL Tuse Company, 


. Pirtssurc, Pa., Nov. 15, 1909. 
Editor of Printers’ Inx: 

I can’t refrain from expressing an 
opinion as regards the increasing value 
of Printers’ Inx. Take your issue of 
November 8rd. It is usually the cus- 
tom of the writer to put Printers’ INK 
in his pocket and endeavor to read it 
on his way home and possibly a little 
after arriving, but this number is so 
full of meat that it took a long time to 
get through it—but it was time well 

t 


nt, 

Success to Printers’ Inx and its 
policy of talking out in meeting on afl 
questions of interest to publicity men. 

L. F. HamItton. 
Advertising Manager. 


PRINTERS’ 










INK 





Advertise Where 


Money Circulates 








Talk about a prosperous, field! Here’s 
a press dispatch of the utmost signifi- 
cance to every advertiser: 


TO EXPEND ONE HUNDRED 
MILLIONS 


PITTSBURGH — Approx- 
imately one hundred million dol- 
lars will be expended by the 
various iron and steel com- 
panies in the Pittsburgh dis- 
trict for new plants in 1910. 
Of this amount, $15,000,000 will 
be expended by the Jones & 
Loud in Steel Company, $55,- 
000,000 by the United States 
Steel Corporation, $6,500,000 by 
the Republic Iron & Steel Com- 
pany, $15,000,000 by various 
smaller concerns, and $6,000,000 
by the Bethlehem Stee] Com- 
pany. 

That gives some idea of the pros- 
perity of Pittsburgh. Yet these figures 
relate to only one of Pittsburgh’s 
scores of industries. 

More people will be employed—more 
money will be earned—more salaries 
and wages will be paid—more families 
will thrive—more money will circulate 
in Pittsburgh during the next year than 
ever before. 


PITTSBURGH POST 


(Morning) 


PITTSBURGH SUN 


(Evening) 


will place your advertisements right 
in the homes of Pittsburgh, the most 
preepevemt. py and best-buying 
omes in all the land, 

To advertise in Pittsburgh means to 
open up the finest kind of a market 
for your goods. To advertise in the 
PITTSBURGH POST and the PITTS- 
BURGH SUN means to cover a con- 
siderable portion of this great market 
with thoroughness and economy. 

The leading local manufacturers and 
merchants use the PITTSBURGH 
POST and the PITTSBURGH SUN 
regularly, and with great space. 

t us lay the facts and figures be- 
fore you. 


SMITH & BUDD CO, 
Advertising Representatives. 
Brunswick Bldg., New York; Tribune 
Bldg., Chicago; Third Nat’l 
Bank Bldg., St. Louis. 
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Begin w Year Righ 


By Trying Space in 


New Year’s COMFORT for January 


The title page of which reproduced in miniature above is suggestive of that day of good 
resolutions and annual regrets for past errors. Those who have been and still are 
crowding COMFORT’S advertising columns to the limit with their advertisements 
have no regrets on that score to cloud the closing hours of the present year 

Ninety per cent. of COMFORT’S ads are keyed. 


THE HEYED-AD. MAN STAYS 
BECAUSE COMFORT PAYS 

Housed by inclement weather, our readers in a million and a quarter homes 

will while away the long winter evenings reading and discussing their interesting 


January COMFORT, ads and all. 
New Year’s COMFORT 


will bring its advertisers new customers and new business from its 
Multitude of New Subscribers 


Forms close Dec. 15. Send through any reliable agency or apply direct to 


few York Office: 1105 Flatiren Bldg. W.H. GANNETT, Pub., Inc. Chicago Office: 1635 Marquette Bldg. 
WALTER R. JENKINS, Jr. , Representative AUGUSTA, MAINE FRANK H. THOMAS, Representative 














gee TO $100,000—A MAIL OR- 
DER FACT-ROMANCE. 





AN AD ON WASTE PAPER BY CHANCE 
INFLUENCES EIGHTEEN-YEAR-OLD 
TO START MAIL ORDER BUSINESS— 
A LONG LIST OF MAIL ORDER PA- 
PERS USED FOR A PREMIUM PROP- 
OSITION WHICH HAS BUILT UP A 
BIG BUSINESS IN “CONSIGN- 





By Omer F. Doud. 

One day in 1905 a young man 
of eighteen who was a collector 
of waste paper in Chicago, picked 
up a torn and soiled newspaper 
from among the waste, and spent 
an idle moment reading the ad- 
vertisements. One ad caught his 
attention and made him think. “It 
was that of Arthur E. Swett, ad- 
vertising agent, telling the possi- 
bilities of the mail order business 
with mail order enthusiasm that 
only Chicago can equal. 

A post-card was handy and 
young Davis sent it to Mr. Swett’s 
agency. O. C. Wilson, of that 
firm, called on the young man, 
and a month Jater there appeared 
a modest twenty-two line, double- 
column ad soliciting the aid of 
children in selling $2 worth of 
needles, offering as premium a 
doll or rifle. 

The results were not astonish- 
ing but sufficiently good to war- 
rant a larger expenditure. The 
cost of the needles did not ex- 
ceed four or five cents and the 
dolls and _ rifles, purchased in 
large quantities, were not in ex- 
cess of fifty cents apiece. The 
business grew rapidly, new pre- 
miums were added, the appropria- 
tion increased to cover such pub- 
lications as The Woman’s World 
and other monthlies, and the arti- 
cle for sale was changed from 
needles into scarfpins, various 
kinds of jewelry, pictures and 
post-cards. 

The list of papers now in use 
number 146 and include nearly 
every mail order paper of any 
consequence in America. From 
a force numbering five men the 
total help now exceeds one hun- 
dred girlsand men. Three presses 
have been installed in the base- 
ment of the new building and are 
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running all the time, turning out 
printed matter, form letters, etc. 
Conspicuous among the publica- 
tions which have brought in the 
cash to support this big business 
are: Comfort, Woman's World, 
Home Life, Vickery & Hill List, 
American Woman, Sovereign Vis- 
itor, Gentlewoman, Grit, Success- 
ful Farmer, Chicago Blade and 
Ledger, Household, Welcome 
Guest, Atlanta Constitution, Boys’ 
World, American’ Family Jour- 
nal, Girls’ Companion, TorDay’s 
Magazine, Parks’ Floral Maga- 
sine, New Idea, Modern Mother- 
hood, Home Instructor, Metropol- 
itan and Rural Home, People’s 
Popular Monthly, Young People’s 
Weekly and Missouri Valley Far- 
mer. 

A few foreign language papers 
were used with much success in 
the postal card campaign. The 
Svenska Tribunen, a Swedish pa- 
per, Koundian og’ Hemmet, a 
Norwegian publication, and Ger- 
mania, the Deutsch- American 
Farmer and Die Deutsche Haus- 
frau, German papers, are espe- 
cially profitable. Mr. Wilson is 
sponsor for the statement that 
The Woman’s World has carried 
as high as $12,000 worth of The 
Davis Publishing Co.’s advertis- 
ing in two issues preceding the 
holidays. 

As the business grew and lines 
of jewelry, scarf-pins, postal- 
cards, etc., were added, it became 
necessary where more than one 
advertisement appeared in the 
same issue, to use a different 
name for each advertisement. 
Therefore, the business of this 
house has gone out under a dozen 
different “aliases,” principal among 
them being the Central Distrib- 
uting Co., M. O. Seitz, Meyer Art 
Co., and May Mfg. Co. 

Experience, purchased with dol- 
lars, has brought the business 
down to a basis where it has 
ceased to be so largely a pure 
gamble. It was found that no 
article offered for sale at $2 
should cost more than five or ten 
cents and that the premium in 
wholesale quantities should not 
exceed fifty-five cents. Nearly all 
the premiums were imported from 
Germany, as they consisted most- 
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ly of toys, including those things 
best calculated to warm the heart 
of boy or girl, such as miniature 
motor boats, punching bags, foot- 
balls, steam engines, air rifles, 
base-ball outfits and magic lan- 
terns for the boys, and dolls, 
kitchen sets and work-boxes for 
the girls. Most of this advertis- 
ing appeared in colors embel- 
lished with the word “free.” The 
most successful copy was found 
to run from twelve to sixteen 
lines, double column, with cut, 
and the most staple premium was 
the air rifle. 

Dolls proved quite effective as 
a drawing power and the same 
can be said of the magic lantern 
and “Teddy bear.” The loss aver- 
aged each month about forty per 
cent, which included advertising 
that did not pay and articles for 
sale that were sent out and never 
heard from again. Replies cost 
from twenty-five cents apiece to 
as low as three cents. The latter 
is the lowest mark reached and is 
credited to the Woman's World 
with the air rifle as premium. 

However, the entire campaign 
was not devoted to children, al- 
though experience proved that the 
most profitable branch of the busi- 
ness. Larger and more expensive 
premiums were added in time and 
the elder was appealed to with 
sets of dishes, etc. The company 
is now manufacturing talking ma- 
chines and moving picture outfits 
which are being sold on the jin- 
stallment basis. Such scare-heads 
as “Talking Machine Trust 
Smashed,” “Ninety-five Cents per 
Month Buys this Talking Ma- 
chine,” etc., etc., are proving very 
effective. The ads are well writ- 
ten and liberally illustrated. The 
advertisement just now proving 
most profitable shows a. very 
handsome phonograph with a price 
of $9.50. On the inquiries result- 
ing from this, printed matter is 
sent out and usually persuades the 
prospect to purchase a larger and 
more expensive machine. The 
moving picture machines are sold 
on a similar basis and the main 
source of revenue comes from the 
films which must accompany each 
machine. The company has in- 
stalled an elaborate credit bureau 
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and thus far the losses have been 
light. 

The history of the Davis Pub- 
lishing Co. in the “consignment” 
business is an interesting com- 
mentary on the eccentricities of 
advertising. Having its inception 
in mere chance, it followed the 
well-worn path of all mail-order 
advertising. Of the twenty odd 
“consignment” houses in existence 
when this campaign was begun, 
only four exist to-day. It would 








A TYPICAL AD. 


be hard to discover any conclusive 


reason for this. There is a limit 
to perfection in the art of writing 
and placing advertising—in the 
selection of premiums there is a 
limit bounded by dollars and good 
judgment beyond which no one 
dare go—and it is safe to assume 
that the average man will find 
those limits when his success or 
failure depends upon it. 
+3 
‘he New England office of the Can- 
adian Pacific Railroad is considering a 
list of newspapers throughout New Eng- 
land for next year’s advertising. The 
contracts will be placed direct around 
the first of the year by the New Eng- 
land Passenger Agency. 


H. W. Kastor & Sons’ Kansas City 
office is sending out orders to a large 
list of mail-order papers and weeklies 
for the German-American Institute, 
same city. ame g | copy of various 
sizes will be used in October and No- 
vember issues. 
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Where substitution 








“don’t go” 

















sealed, pound package, is a good thing 
for Mrs. Housewife, and with her usual 
good sense, she took kindly to the system. 


B eae. her Coffee in a dust-proof, 


By a uniform good quality, in a neat package, 
at a fair price, W. F~>McLaughlin & Co. built 
up a very large demand for Coffee. 
But the cost of XXXX is as uniform as the 
quality, hence, an unscrupulous retailer makes 
a bigger profit when he can substitute bulk 
Coffee. 


But he can’t substitute for XXXX, because 
the demand for it is established among the 
great ‘“ Middle-class,"-—-the 67% of our pop- 
ulation—the solid, reliable, steadfast people 
of the small Cities, Towns, Hamlets, and along 
Rural Free Delivery Routes. They get what 
— ask for. Substitution “don’t go” with 
em. 


These are the kind of people who subscribe 
to Home Life. It circulates only among 
them. They read it, and they buy the goods 
its columns advertise. That’s why they 
buy XXXX, instead of unknown bulk Coffee. 


It will pay you to establish your goods with 


these people. Let me give you some proofs 
of this. A postal will bring them. 


Home Life 
D. W. Gaylord, Adv. Mgr. 
Chicago, Ill. 
L. R. Wasson, Eastern Manager, New York 
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TRENTON 


America’s Greatest 
Pottery Center 


situated in Central New Jersey 
in the fertile Delaware Valley— 
is famous for its production of 
the 


WORLD’S BEST WARE 


in Beleek, Ceramic art, Sanitary, 
Porcelain, Table ware, Tile, elec- 
trical porcelain, and other clay 
products, 

This ONE industry alone has 
$75,000 WEEKLY PAYROLL, 
10,000 employees and a yearly 
output of $10,000,000 from 


48 HUSTLING PLANTS 
Every campaign should 


PUT TRENTON 


a busy, rich, growing community 
with a trading population of 
150,000 


ON THE LIST 


The ONLY city of New Jersey 
absolutely free and independent 
of the influences that interest 
and dominate the northern and 
southern section of the State. 
An alert, thinking population, 
industrially, financially, socially 
and politically independent (16 
Rep., 19 Dem. officials elected 
on Nov. 2d). 

HAPPY, prosperous and highly 
paid. 

It is the LIVE communities 
that will respond to 


RIGHT ADVERTISING 
LET US TELL YOU WHY! 





HAND, KNOX & COMPANY 


Brunswick Bldg, New York City, 
Boyce Bldg., hicago, Il 
Journal Bldg., Kansas: City, Mo. 
Candler Bldg., Atlanta, Ga. 


TRENTON EVENING TIMES 


Only Afternoon paper 
Only Independent Daily of 


TRENTON, N. J. 
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THE PROBLEM OF THE 
ONE-INCH AD. 


ITS GREATEST NEED THE SECURING OF 
ATTENTION—ORDINARY ADVERTIS- 
ING METHODS NOT APPLICABLE— 
COPY REQUIRES GREAT CONCENTRA- 
TION AND ELIMINATION. 


By E. B. Hulley. 
Head of the Hulley Advertising 
Agency, Pittsburg, Pa. 

To plan and lay out a striking 
fourteen-line ad; have the drawing 
made, approved ‘and corrected; af 
engraving made and mortised ; 
type set in the mortise, and then 
the whole piece electrotyped and 
sent out, is more than the average 
agency will undertake for the few 
cents commission from so small a 
space. Especially when one con- 
siders that no other piece of ad- 
vertising copy, unless it be the 
street-car card, presents so strong- 
ly the problem of elimination, 

When well done, the one-inch 
ad frequently requires as much 
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energy and gray matter as many a 
full-page advertisement. Conse- 
quently, many are not so particu- 
lar that it be well done, and so 
send out a few lines of display, 
with some copy thrown between. 
The attached samples show the 
usual result. 

The real striking fourteen-line 
ads now running may easily be 
counted on one’s fingers. Since 











the great run of inch ads are so 
mediocre, it is not at all difficult 
to produce something distinctive. 

A few really good ones are pre- 
sented herewith. As these are 
representative of the best, some 
lessons on the effective use of 
one-inch space may be drawn from 
them. 

The knottiest problem for the 
little fourteen-liner is to attract 
attention, to catch the reader’s 
eye. Especially so in some of the 
large-page publications, such as 
the Ladies’ Home Journal, Motor, 


'YPEWRITERS hopworn-new 
of ali kinds Geran new 
like new 3 Cheap-~cheap 

Guaranteed fally 


. Typewriter General Exchange 
; 1 MUBRAY STREET - - NEW YORK 


Valentino’s SWEET GUM 


Kind Mother Used to Chew (It’s Healthy) 











For sale everywhere. Send 18. in stamps for box con- 
six fol and besntifal 
taining oe wrapped packages et 


Valentino Maviufacturing Co. *sbishes 1868, 





’ POOR EXAMPLES, 

etc. Twenty-two different inch 
ads, crowded one above the other, 
were recently counted by the 
writer on one large page. In one 
rapid glance, the eye took in the 
whole motley mess and passed on 
to the next page. A single dis- 
tinctive inch in all that group 
would have caught the reader’s 
eye and attention. 

Because of the limited space, it 
is impossible in an inch ad to 
coax or wheedle the reader’s at- 
tention with pretty Ivory Soap 
ladies, or handsome Arrow Brand 
men. The Gold Dust Twins in 
their flying machine, or the Cream 
of Wheat Chef in the Pullman 
diner, would not show up at all 
in an inch. Since it is so difficult 
in so small a space, to invite the 
reader’s attention, the next best 
way of getting it is to force it. 
And force in this instance means 
a sensible use of much black ink. 

One of the best arrangements 
for an inch space is a heavy, solid 
black border around the whole ad 
or the greater part of it. Ona 
background of solid black the 
chief display line and the article 
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Real advertising consists 
in telling the right story in 
the right way to the right 


people. Picking advertising 
mediums comes under the 
head of telling the story to 
the right people. If you are 
sure of your story and sat- 
isfied with your method of 
expressing yourself, let us 
talk about the audience you 
can secure through the col- 
umns of the UTICA 





SATURDAY GLOBE has for 
nearly thirty years been a household 
fixture in thousands of homes of intelli- 
gent, thrifty, thinking people in one of 
the best sections of the United States. 


The 


To-day it circulates nearly 140,000 
copies each week in the villages, towns 
and cities comprising interior New 
York, New England and adjacent states. 


The contents of the paper—its style 
and make-up, insure for it a whole fam- 
ily reading. It reaches the home at a 
time of the week when there is leisure 
to read and enjoy it. 


The advertiser in the columns of the 
SATURDAY GLOBE not only gets an 
entree into the homes of the right 
people, but it reaches them at a time 
of the week when the announcement will 
receive attention. The reader is reached 
under conditions most likely to create 
a favorable and responsive frame of 
mind. 

The SATURDAY GLOBE’S adver- 
tising rate permits of a campaign in 
this rich section with marked economy. 

Why not have us lay the facts and 
figures before you? 

SMITH & BUDD CO, 
Advertising Representatives. 
Brunswick Bldg., New York; Tribune 
Bldg., Chicago; Third Nat'l 





itself, in use if possible, are traced 


Bank Bldg., St. Louis. 
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in white. This may not be the 
ideal arrangement, but it seems to 
be the best available for catching 
and holding the reader’s attention, 
especially when the ad has plenty 
of small-space company. The idea 
is illustrated by the specimens at- 
tached. 

Heavy arrows and similar de- 
vices are very effective in forcing 
the reader’s attention to an inch 
ad. It is to be observed that the 
more striking drawings avoid 
much detail, which seems to 
weaken the effect in small space. 

The reader’s attention, once se- 
cured, it remains for the inch ad 
to interest and convince. Inter- 
est, of course, is captured by the 
display line and drawing, and held 
by the copy. It is obvious that a 
strong, bold drawing, and a catchy 
heading are necessary for the best 
results, 

Conviction, of course, depends 
upon the copy, as well as the il- 
lustration, which is a strong argu- 
ment in itself, if well done. To 
present the price, size and selling 
points of an article, argue down 
the competitor’s goods, and make 
a sale, all in twenty-five to sev- 
enty-five words, is a rather diffi- 
cult matter at times. The ability 
to eliminate and get to the kernel 
is cultivated to the extreme by 
writing good one-inch ads. 

Since the lines in the copy are 
so short and so few, it is practical 
to set the matter in very small 
type without tiring the reader’s 
eye. Five and six point are the 
sizes generally used. Eight point 
is larger than necessary. The 
small faces are as large, in pro- 
portion, as ten or twelve point 
— be in quarter or half-page 
ads. 

The study of fourteen-line ads, 
good and bad, presents an idea 
of the many possibilities that can 
be accomplished in a limited space. 
It seems evident that a really dis- 
tinctive inch ad is far more effec- 
tive than many a mediocre quarter 
page. 

tO 

Frederick Wurtzbach, who brought 
from Germany the first wood pulp-mak- 
ing machines, died at Pittsfield, Mass. 
October 28t! His process enable 
some newspapers to drop their price 
from fourteen to two cents. 


A “NEW” KIND OF MEDICAL 
ADVERTISING, 





_ Quite in line with the recent article 
in Printers’ Ink concerning the more 
positive and = optimistic tendency in 
medical copy is the advertising now go. 
ing into the magazines for “‘Sanatogen 
the food-tonic.” Frank Seaman, I[nc., 
is handling the account. 

It remains to be seen whether 





Sanatogen 


THE FOOD STONIC 











this character of copy will not meet the 
new modern psychology of trade and 
advertising .more effectively than any 
of the “‘scare” copy of the advertisers 
who now have been ostracized. 

Printers’ Inx, by the way, has been 
congratulated by the secretary of the 
American Medical Association Yor print- 
ing so same and sensible an article as 
that above referred to concerning medi- 
cal advertising. 

——_~<+on——— 

It is announced from the Chicago of- 
fice of the Leven-Nichols Advertising 
Company that Joseph H. Finn, Charles 
F, W. Nichols and C. N. Durand have 
disposed of their interests in this organ- 
ization, and that the change in no way 
affects the solidity and organized capa- 
bility of this oa and favorably-known 
corporation. Ben Leven now assumes 
complete and undivided control of the 
company. 





The advertising of A. T. Thompson & 
Co., manufacturers of the Reflectoscope, 
is placed in leading magazines through 
the New York office of the J. Walter 
‘shompson Company. 





ithe Spafford Advertising Agency is 
placing copy in coast town papers on the 
advertising of Duluth Imperial Flour. 
The same agency is also placing copy 
for Freeman Superlative Flour in trade 
papers. 
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‘TECHNICAL ADVERTISING MEN 
‘OPPOSED TO SCHEMED-UP 
“SPECIAL ISSUES.” 





The Technical Publicity Association, 
New York, composed of advertising 
managers in technical lines in various 
parts of the country, held a most suc- 
cessful dinner November 11th, for the 
purpose of discussing the special issues 
of trade papers. -. Horn, adver- 
tising manager of the National Lead 
Company, presided. President Mc- 
Graw, of the McGraw Publishing Com- 
pany, defended the good special issue 
as being capable of standing on its own 
merits, and gave some interesting facts 
concerning some of his own special 
souvenir editions. 

Robert Frothingham, advertising 
er of Everybody's Magazine, vig- 
orously condemned the special issue as 
a scheme to get the advertiser to come 
in. He deprecated the one-time order 
as hurtful alike to publisher and ad- 
vertiser, and as merely a form of graft, 
He related his experience in soliciting 
for special issues and the never-to-be- 
forgotten set-back he received from an 
advertising agent who rebuked him by 
taking no space at all in the special 
edition, F 

J. George Frederick, managing editor 

Printers’ Ink, said the truth was mid- 
way between extremes always, and that 
the sane and sound special issue which 
simply concentrated editorial attention 
on one phase of the field was really 
not a special issue in any objectionable 
sense, but sprang from editorial neces- 
sity. The abuses, he said, arose from 
exaggerating the advertising value of 
the special] edition. 
. Other peblishers and advertisers dis- 
cussed the subject, and a vote resulted 
in 25 to 10 against the cooked-up special 
issue. 

A sub-committee submitted a model 
for a uniform advertising contract, 
which will be discussed at its next 
meeting. The organization has ap- 
pointed a sub-committee with H. M. 
Post, advertising manager of the West- 
ern Electric Company, as chairman, to 
investigate the regard in which trade 
papers and trade-paper advertising are 
held by subscribers. s 

This is in line with a policy, of the 
organization to dig down deep into ad- 
vertising matters and be muiually help- 
ful.. Many prominent advertising man- 
agers are in the organization, which is 
gtowing in membership. 


+ e+—-—______ 


NEW SOUTHERN PAPER. 


A charter has been granted to the 
Richmond Virginia Company, Rich- 
mond, Va., for the publication of news- 
papers and magazines, with a capital 
of, $100,000. newspaper is to 
started, with Rev. James Cannon, Jr., 
editor of the Richmond Christian Ad- 
vocate, as president, and R. S. Bar- 
bour, a successful business man, as vice- 
president; Rev. J. Sidney Peters, sec- 
retary and treasurer. S. B. Woodfin, a 
well-known newspaper man, is also con- 
nected with the new enterprise. 
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Profit by the Classified 
Advertisers’ Experience 


Every Morning and 
Every Evening the 


Register and Leader 
Evening Tribune 


Combination prints more want 
than all the other Des 
Moines (la.) newspapers together 








Daily Circulation Now Exceeds 


54,000 


Combination advertising rate 
7 AN AGATE 
C. LINE FLAT 











Kills Three Birds With One Stone 


HE Voorhees In- 
terchangeable 
m4 Locking Border 
makes a perfect 
4 lock joint, assur- 
ing good print- 
ing. 1t is inter- 
changeable, and 
can be instantly 
removed. It se- 
curely holds 
type, cuts, and 
rules together, 
either in the 
ehase, or out of it. 
Consider the saving in time and expense this 
Patented Invention accomplishes in the make 
ready for ads, 

Patent For Sale, or placed on a royalty by the 
inventor and owner. 


J. S. VOORHEES 
Morton Building NEW YORK 























Lincoln Freie Presse 


GERMAN WEEKLY . 
LINCOLN, NEB. 


Takes the place of 280 County weeklies at 
1-10 the cast, Great saving in bookkeep- 
ing, postage and electros. Rate, 36 cents. 


Actual average circulation 142,440 
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Do 
AmericanHome 


Monthly 


readers use your products? 


Possibly, but not all of 
them. An advertisement in 
the American Home 
Monthly would introduce 
your product to those who 
are not acquainted with its 
uses and would continually 
keep it before those who 
are now purchasers. 





The American Home 
Monthly is a household 
magazine whose editorial 
policy is aimed to appeal to 
people of our numerous 
middle class. 


Its circulation campaigns 
are conducted along lines 
that permit no objection- 
able methods. Neither is 
objectionable copy accepted 
in its advertising columns. 








The American Home 
Monthly distributes 100,000 
copies guaranteed monthly. 
Write for statement show- 
ing where and in what num- 
bers they are distributed. 
Advertising costs 40 cents 
a line flat. Forms for the 
January issue close on the 
fifth of December. 


Okarcts A Elder 


Adv. Mgr. 


AMERICAN HOME 
MONTHLY 
27 Spruce St., New York 
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THE WORD “FREE” IN AD- 
VERTISING, 


INCREASING ANTAGONISM AGAINST 
TOO LIBERAL APPLICATION OF THE 
WORD—LIEBIG COMPANY ADVER- 
TISING ‘“‘ALMOST FOR NOTHING’— 
THE “FREE-EXCEPT-POSTAGE” AND 
“FREE-TRIAL” ADVERTISERS, 








From the time that advertising 
first crawled out of its swaddling 
clothes the word “free” has been 
a heavy factor in advertising. 

It has helped a great deal to 
disturb faith in advertising, for it 
has always been misleading, ex- 
cept in its unimportant applica- 
tions. 

There is now a tendency on the 
part of some publishers to prac- 
tically eliminate this word from 
the advertising vocabulary. One 
may page over the magazines of 
the higher class and see the word 
very seldom, and employed only 
sparingly and conservatively. 

Everybody has heard of the 
side show advertiser who adver- 
tised “Entrance free,” with great 
fuss, and then when the eager 
folk got inside, charged them a 
dime to get at the seats which 
alone could give a front view of 
the “show.” 

The same principle is applied by 
many advertisers to-day. No, I’m 
not simply referring to the so- 
called cheap mail-order and farm 
papers—I refer to the advertising 
which gets into not a few general 
magazines. Eagerness to get ad- 
vertising still excuses considera- 
ble laxity which now helps to dis- 
credit advertising, and which 
would easily be done away with 
by a little concerted firmness. 

You can’t blame the advertiser 
greatly for wanting to use the 
word free. The more publica- 
tions which taboo the word, the 
more eager he is to use its wiles, 
to secure the greater conspicuous- 
ness of being among more re- 
strained advertisers. If he is not 
wise enough to see the ill effects 
on advertising in general, by the 
too liberal interpretation of the 
word “free,” he should be re- 
strained by those whose best in- 
terests lie in protecting confidence 
in advertising. 

















The question always arises, 
What is the definition of free? 
If I advertise a sample or a book- 
let “free,” and then at the bottom 
of the ad ask for 4 cents for 
“postage,” etc., is it really “free”? 
If I advertise a premium as 
“free,” but stipulate that you must 
buy a certain quantity of goods 
before you can get it—or that you 
must sell a certain amount of 
something first—is that “free”? 

Clever arguments can be made 
that the article is really free. The 
postage may actually be as much 
or more for the sample or book- 
let. The premium may represent 


Look for the signature of J. v. Liebig ia blue on every jar 
‘Then you. pure, wi extract 





ALMOST FOR NOTHING. 


value entirely above the current 
cost of the articles necessary to 
buy or sell to get it. Shrewd buy- 
ing and sales-planning may, to all 
effects, render an article practic- 
ally free to the consumer. 

_But the arguments are all be- 
side the point. They are all eva- 
sions of the real issue. Does it or 
does it not raise false anticipa- 
tions? and will or will not the 
conditions” necessary to get a 
thing “free” leave an impression 
of exaggeration or mis-statement? 
Such questions are the only real 
test of an ad in which the word 
free is used. 

Some time ago Armour & Com- 
pany advertised butter spreaders 
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THE 
INTERNATIONAL 
STUDIO 


contdms the announcements of foremost 
American advertisers—leaders in their 
ive field 

The increase in two years from 1,764 
to 21,173 lines of advertising is because 
results are secured at a reasonable rate 
per-line per-thousand circulation. 

No other monthly magazine at $5.00 
a year reaches so many subscribers. 

The JANUARY NUMBER of this 
most beautiful of all generally-circulated 
monthly periodicals printed in the English 
language—reaching always the greatest 
number of the best buyers—closes 


DECEMBER 12 


Please send advertising copy early. 


$90.00 a page (three pages at $72.00) on 
coated paper, next to reading, is the rate. 


THE INTERNATIONAL STUDIO 
Walter A. Jobasos, Business Manager 
John Lane Company, 114 West 32d Street, New York 























Our Readers Should 
Be Your Customers 








They buy all kinds of adver- 
tised goods—providing the ads 
reach them. They keep bees for 
pleasure and profit—they are 
—— men, business men, 
armers—and they read 


Gleanings in 
Bee Culture 


Therefore, that’s the medium 
you should use to reach them 
effectively and with economy. 
The number of these readers is 
35,000 and we have a lot of 
information about them and 
their buying capacity. Ask for 
the information. 








The A. I. ROOT CO. 


MEDINA -- «+ «+ OHIO 
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free in the magazines. To most 
people, perhaps, the condition im- 
posed before the butter spreader 
was given left no bad impression. 
But that was only because the 


Brass-Craft 
= FREE 


Brass-Craft is the most pop- 

ular and valuable Art of the 
time, and with our stamped 
articles and simple instruc- 

tions, materials costing only 
atriflecan quickly be worked 
up into worth many 
dollars. 



















practice has been rather common 
to call a-thing “free,” even 
though some conditions are re- 
quired to be met. The Armour 
copy, which played up the offer 
so prominently, had the effect of 
centering the minds of many ad- 
vertising men on the subject, and 
of inducing some publications to 
make more careful rules about the 
use of the word free. 

The Liebig Company, following 
in the Armour footsteps, is now 
advertising spoons and forks, “al- 
most for nothing’—changing the 
copy in some instances to meet 
objections to the ‘word free. A 
metal cap from a box of the beef 
extract is the “string” attached 
to the offer, which when stated as 
“almost for nothing” actually 
gains much strength. 

The advice of “physicians” free 





is frequently seen, 


and Tyrell’ 
Hygienic Institute, New York, is 
using half pages in the current 
magazines to advertise a “noted 


specialist’s services free.” Per. 
haps the use of the word free may 
not be stretching a point here, but 
the feeling still remains that it 
doesn’t ring just right on the 
reader’s ear. 

Much has been made of the 
weakness of human nature for 
something for nothing, but there 
is not so much to this as many 
think, especially among the maga- 
zine reading class. The people 
whose names are most worth get- 
ting are not the ones who are 
usually attracted by the word free. 

The “free” trial offers verge on 
this danger when they call a trial 
“free,” which necessitates the pur- 
chase first’ The buyer is then 
not really “trying free” the goods, 
but is the owner of it. If he re- 
turns the goods as unsatisfactory 
he has in a sense made a “free 
trial,” but in another sense he has 
not at all, for his money was safe 


FREE! sciturens Boretie 


7-PIECE BED SET 








Consists of 2 Blankets, 2 Bleached 
Sheets, 2 Bleached Pillow Cases and 
1 Bed Spread—All Full Size Pieces 














in the advertiser’s hands all the 
time. 

This may be drawing the line 
quite too close, but the matter is 
worth serious consideration. 
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BETTER FRUIT 


The Best Fruit Growers’ Paper 
Published in the Wide World 


Published monthly. Subscription $1 per year in advance. 
Sample copies on request. ' 








Apple Fair. Grown and packed by the Publisher of BETTER 

FRUIT. Crop sold by Hood River Apple Growers’ Union. 
1909 Fancy Spitzenbergs, No, 3135 bushel box, Newtowns $2.40, F.O.B. 
Hood River. 

I grew up in the orchard business in California. Own 40 acres in 
apples Hood River Valley. Am manager of the Hooa River Fruit 
Growers’ Union. Helped organize the Hood River Apple Growers’ 
Union, am a director. Vice-President of the Northwest Fruit Growers’ 
Association, Oregon State Horticultural Society, National Horticultural 
Congress, Member of American Pomological Society and National Apple 
Shippers’ Association. Because I know the fruit business, BETTER 
FRUIT is the best fruit growers’ paper published in the world, the 
handsomest and the most influential. The standard by which all other 
fruit growers’ papers must be judged. Has a paid-in-advance sub- 
scription list, built on merit without premiums or agents. Circula- 
tion, 10,000. 

The deduction is logical and must be plain to you. BETTER 
FRUIT will get results for the advertiser, who has anything to sell 
the fruit growers of the Northwest, who are prosperous people want- 
ing the best of everything. ; 


Pi) smvie Fait. exhibit. Best five boxes. Hood River, Oregon, 
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The M. M. Johnson Co. 


**T have taken space in your annual 
arene A number of Farm and Home 
ever since you started that particular 
special number. It has always paid 
me big and of course I will con- 
tinue it.” 


Wilbur Stock Food Company 


“This is the third year we have 
used full page copy in this issue,and 
if the results this year are as good as 
they have been the past two years, 
we might as well reserve this page 
for as long as you publish the paper.” 


Western Newspaper Association 


‘*We are placing order through our 
Agency for full page advertisement 
in ie Poultry Annual for the year 
1910, this being the third consecutive 
year that we have used full page 
copy in this issue.” 


Chicago House Wrecking Co. 


“We have been represented b 
e advertisements in Farm an 
ome Poultry Annual each succeed- 
ing year for some time past. e 
assure you we have not regretted it.” 


Funk Bros. Seed Co. 


“Farm and Home Poultry Annual is 
one of the best — papers on our 
list. In the total number of inquiries 
it far exceeded any ether magazine. 

e will most assuredly have some 
more copy for you this year.” 




















“Hella 


“This is W. 
ager of Far! 
to call yout 
issue of 


d Home F 


“It is going to be the big 
lished, and you know v 


SO 


prosperous subscribers—liberal buyers—which mea 
about 2,000,000 consumers. At the left are just a fe 
of the hundreds of similar endorsements as to t 
pulling power of Farm and Home Poultry Anwual. 
is the one issue of all issues that the advertiser ¢ 
absolutely bank on getting excellent results from. 


We have just sent to press one of the finest Adval 
Folders on this grand issue that we have ever produc 
It is the work of one of the best advertising artists ¢ 
advertising men in the country. It gives all the 
sons. If for no other reason than to get thisas 4 sam 
of unusual advertising literature, you ought to clip 
the coupon and send it in to insure a copy reach 


your desk. 
ADDRESS NEAREST OFFI 


PRINTERS’ INK 49 


ello! Hello!” 


is is W. A. Whitney, advertising man- 
r of Farm and Home, talking. I want 
all your attention to the coming 1910 
e of 


1e Poultry Annual 


the biggest and best issue we ever pub- 
know what previous issues have been.” 


00,000 


is 
s—which means It tells in addition the whole story of the remark- Pod ure 
ft are justafew able success of Farm and Home Poultry Annuals ri to M ail 


ments as to the since the first one was issued. 


¢ 
liry Anwual. It It tells what the 1910 issue will contain ¢ { his od 
— ~¢ 
adver can who the contributors are—how and where o T ay 


we have increased our circulation and why ¢ , 

1e finest Advance it will pay you to be represented in this P 4 Phelps Publishing Co. 
ve ever produced, one ee which = the Feb. 1, ,? your Advance Folder on Farm 
ising artists and 10. te $2.00 per line flat—both ¢ 

fives all therea- Eastern and Western editions. a ond Home £910 Poultry Annum. 
t thisas a sample — 

ought to clip off Phelps Publishing Company a ie 
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We are the exclusive 
National Selling Agents 
for the space of more 
than three-fourths of the 
cars in the United States, 
Canada, Cuba, Mexico, 
Porto Rico, Brazil and 
fhe Philippine Islands 


STREET RAILWAYS 
ADVERTISING COMPANY 


HOME OFFICE: FLATIRON 
BUILDING, NEW YORK 


WESTERN OFFICE PACIFIC COAST OFFICE 
FIRST NAT'L BANK BLDG. HUMBOLDT BANK BLDG. 
CHICAGO SAN FRANCISCO 




















Peo 





MI 


GE] 
‘ 














PRINTERS’ INK 51 


MEN, AS WELL AS WOMEN, 
ADVERTISED TO BY 
NESTLE’S FOOD. 


GENERAL MEDIUMS FOUND TO PULL 
STRONGLY — AMERICAN OFFICE 
NAMES ITS OWN APPROPRIATION 
AND GETS IT-—-PHYSICIANS AN 
IMPORTANT FACTOR—CLOSE TAB 
KEPT ON BIRTH REGISTRATIONS. 





The idea that men are not in- 
terested in household and nursery 
advertising has been so persistent- 
ly alleged that a great light broke 
upon Henri Nestle, manufactur- 
er of Nestle’s Food, for infants, 
when in the process of feeling 
about for new advertising ways 
of trade building, some time ago, 
he put some good-sized, attract- 
ive copy in Collier’s Weekly. 

Collier’s, like the Post, is some- 
times called a man’s paper, and 
ordinary judgment would say that 
it was not an entirely ideal medi- 
um for a baby’s food. But it was 
one of the surprises of Nestle’s 
advertising career that Collier's 
produced pronounced results right 
away. With this demonstration 
of the value of a general medium 
for their product, the Nestle’s ad- 
vertising management is now us- 
ing half-page space in 
the Review of Reviews, 
McClure’s, Everybody’s, 


Hampton's, Sunset, 
American and _ Scrib- 
ner’s. 


While the main of- 
fices of Nestle’s food 
are abroad, the Euro- 
pean managers with 
admirable judgment 
allow their American 
executives a free hand 
in getting American 
trade. They know that 
merchandising methods 
differ widely in Europe 
and America; they take 
the word of 
American office for it 
that advertising means 
something vastly dif- 
ferent here than there. 
They, accordingly, are 
unstinted in their pro- 
vision of funds, even 
going so far as to let 
the American managers 








» who 
$ have changed the baby’s diet 
their to NESTLE’s FooD. a 
noticed a beneficial 


name their own advertising ap- 
propriation. They doubtless are 
convinced of the wisdom of this 
policy, for in the last three years 
the consumption of Nestle’s Food 
has doubled in this country. 

The Nestle’s Food campaign 
has several objectives in view: 
the physician, the mother, the fa- 
ther, and the growing girl. In 
importance they rank in the or- 
der named. One physician who 
advocates Nestle’s in his practice 
is better than twenty-five moth- 
ers; a doctor may prescribe for 
perhaps 500 babies a year; one 
mother has only two or three. 

So the big guns of the Nestle 
fight for trade are trained upon 
the medical professional man. It 
is not difficult to reach him, with 
complete lists at hand. By means 
of this list a continuous fire of 
literature and evidence, showing 
the virtues of Nestle’s food, is 
trained upon him. Circulars and 
booklets, going deeply into the 
problem of infant feeding and en- 
larging upon the philosophy of 
the preparation of babies’ foods, 
are kept in his hands all the time. 
Infant’s food manufacturers have 
been obliged to work under a 
handicap imposed by the erron- 
eous analyses printed in 
even the best medical 
text-books. Not that 
the physicians’ text- 
books do not indorse 
these prepared babies’ 
foods, for they do; but 
because of a failure to 
investigate properly in- 
to the chemical con- 
stituents. One widely 
read text-book, for in- 
stance, in analyzing, 
with diagrams, a lead- 
ing infant’s food, over- 
looks the direction that 
it is to be prepared 
with a certain amount 
of cow’s milk, which 
will supply the fats 
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NESTLE'S makes thé frm ‘A lacking in the original 
children. 


A compound, 
= of This appeal to the 
physicians is beginning 


Oo oP, to tell. The Nestle’s 


sales manager recently 
asked the doctors of the 
country, by mail, to 

















send for samples of the food, and 
to use it in their practice along 
the lines suggested by the makers. 
Over 25,000 replies came in, out 
of a possible. 100,000. While it 
cost Nestle’s an extra $15,000 dol- 
lars above what they had calcu- 
lated. upon to send out samples, 
they were only too happy to do it. 

For general “publicity” pur- 
poses, in keeping Nestle’s in the 
mind of the physician, space is 
used liberally in the best medical 
journals. 

The direct appeal to the moth- 
er furnishes another outlet to 
Nestle’s. To reach the mothers of 
the country half-pages are used 
in most of the women’s publica- 
tions, particularly the Ladies’ 
World, Good Housekeeping, the 
Woman’s Home Companion, the 
Ladies’ Home Journal, the House- 
wife, and McCall’s. Mr. Austin, 
the advertising manager, counts 
upon a great waste circulation; 
yet some of this seemingly waste 
circulation finally produces results 
indirectly. It is recognized that 
it is not bad policy to keep good 
Nestle’s copy before the best sort 
of American girl, who is the fu- 
ture American mother. 

A specialized mother’s publica- 
tion is especially valuable in put- 
ting Nestle’s Food where it be- 
longs. The American Motherhood 
Magazine produced the most sat- 
isfactory results of any periodical 
on the list. The cost per reply 
from this medium was far below 
its nearest competitor. 

Nestle’s copy, addressed to 
mothers, bears a coupon; in fact, 
most of Nestle’s advertising is 
thus prepared. As fast as these 
coupon inquiries come in—and 
there are thousands of them a 
week—two booklets are sent. One 
is “Recent Work in Infant Feed- 
ing,” and the other is “Infant 
Feeding and Hygiene.” The lat- 
ter is a beautifully printed book- 
let, with covers in color. This 
“book for mothers” doesn’t spend 
all its space booming Nestle’s. 
Indeed, the matter promoting 
Nestle’s occupies not more than a 
quarter of the pages. The other 
three-quarters is a thorough go- 
ing-over of the troublesome prob- 
lem of feeding the babies proper- 
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ly. The data have taketi months 
to collect and impartial experts 
have written them. 

This apparent neglect of an op- 
portunity to talk all the time 
about Nestle’s has found an in- 
stant response from _ worried 
mothers. Often fifty letters a day 
are received by the New York 
office, discussing the baby food 
question, and asking their honest 
advice. And not always is she 
told “to use Nestle’s.” Frequent- 
ly she is told to use some other 
diet. To this confidence, thus es- 
tablished, Nestle’s manufacturers 
attribute a great deal of their re- 
cent success. 

Nestle’s have two or three clip- 
ping bureaus busy sending to 
them reports of births. This se- 
lected list is a choice source of 
business. An many as 400,000 let- 
ters and circulars to these new 
mothers are sent out at one time. 

As stated, Nestle’s Food is a 
product which had its beginning 
abroad, although factories are 
now all over the world. Henri 
Nestle, forty years ago, had the 
bright idea that led to the mak- 
ing of the food. He was a Swiss 
chemist, who had found out that 
even if you do make a baby’s 
food that, chemically, is absolute- 
ly the same as mother’s milk, 
this does not mean that the baby 
won't die if he uses it. He set 
about getting a formula which 
would produce the results of 
mother’s milk. He found such a 
formula, and hence Nestle’s. 

Nestle’s copy says nothing about 
purity. The managers are willing 
to leave this to the babies of the 
land. 

+04 

The Christian Science Monitor for 
November 24th consists of 100 pages, 
with about 425 columns of advertising. 
Notice was served on November 10th 


that no more space would be accepted 
for the issue. 





The San Francisco Chronicle gained 
77,840 lines of advertising in October 
over the same month last year. 





The Underbrook Distilling Company, 
Kansas City, is conducting a mail-order 
whiskey romper in a big list of weekly 
sowapsgare - lished in the —s 

West. One hundred-line af => 
run four times is being used ers 
are going out through the F. A. Gray 
Advertising Company. 
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“PRINTERS’ INK” GIVES FACTS 






Editor of Printers’ Ink: 

This time about a year ago I was 
just on the point of coming onto the 
market with a new advertising journal 
devoted to the idea of 
more facts and figures in regard to 
results and the science of advertising, 
and not so much yeneral theory and 
warmed-over atmosp: 

I dropped the idea, partly because 
I woke up to what an expensive, risky 
and altogether disheartening adventure 
the publication of a magazine is, and 
artly because I realized that PrinTERs’ 
ion was coming nearer and nearer 
each day toward the goal that it was 
my aim to reach, 


AND FIGURES. 
New York, Nov. 8, 1909. 
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Let the “Chore if 
Boy” Engine run “<<... 
your presses. It “i 
is a wonder. Air 
cooled, make-and-break ignition, full 144 H. 


- 


THE CHORE BOY GASOLINE ENGINE 


works night and day without a break, at high 
low speed. Never overheats. 
priced gasoline engine that is the real thing. 









P., 
long stroke motor, runs as smoothly as a 4-cylin- 
der—uses less gasoline and oil. 


or 


It is the only low 


Tne “Chore Boy” is mounted on wood base— 
is light enough to move about and heavy enough 
to run presses, cutter, folder, stitcher or puncher. 
Price only $35. Money returned if the ,“Chore 


Boy’’ does not suit. 
Write for full description and illustrations. 


ASSOCIATED MANUFACTURERS CO. 
Dept. A. 


Waterloo, lowa 























markable for their interest and practical 
nature.” 


N its issue of November 3d, Printers’ Ink has some 
sixteen columns of quotation from the proceed- 


To use its own words: 


“Few ad. club gatherings have been 


8o interesting or so practically helpful. 


The addresses were re- 


COMPLETE sten- 
ographic report of 
the addresses, dis- 


cussions and proceedings 
of the three sessions has 
been published in a book 
whose 79 pages bristle 
with thought-stimulus. 


VERY earnest ad- 
vertiser can benefit 
by a careful reading. 


Send 25c. for a copy; and 
send today, before the 
edition is exhausted. 


Address 
WILL SHELDON GILBERT 


Secretary, Cleveland Advertising Club 


The Hollenden Cleveland 





Why? 


ings of the first Ad-Fest of the Advertising Affilia- 
tion, composed of the Cleveland, Detroit and Buffalo 
advertising clubs. 








SOME OF THE SUBJECTS: 


Methods of the Cleveland, De- 
troit and Buffalo Clubs. 

Co-operation as a Power: A, J. 
Leitcu, Business Counsel, 
Cleveland. 

Mail-Order Advertising: J. C. 
Moss, Buffalo, advertising the 
Larkin products. 

Out-Door Publicity: a billboard 
arraignment that may _ be 
answered at the next meeting: 
Ratepw E. Estep, Adv. Mgr. 
Packard Motor Car Co., De- 


troit. 

Retail Advertising: DeForest 
Porter, Adv. gr. The 
Sweeney Co., Buffalo. 

Psychology: E. St. Emo Lewis, 

etroit. 

Co-operation Between Manufac- 
turer and Retailer: L. R. 
Greene, Adv. Mgr. The Sher- 
win-Williams Company, Cleve- 


land. 

Is Advertising Beneficial? An 
analysis by Morris A. Brack 
(Wooltex), Cleveland. 

Some Advertisers Fail: 
E. Leroy Pe.retrer, Adv. Di- 
rector The Studebaker Co., 
South Bend. 

Thou Shalt Nots of Advertis- 
ing: Lewis D. Corrratn, Adv. 
Mgr. Kaufman Brothers, Pitts- 
burgh. 





























DIFFICULT DISTRIBUTION 
PROBLEMS MASTERED 
BY “SEALSHIPT” 
OYSTERS. 





OYSTERS SENT INLAND SEALED—SOLD 
UNDER RIGID CONTRACT WITH JOB- 
BERS, TO PREVENT TAMPERING—AN 
AFFILIATION OF 100 PLANTERS 
BACKING THE CONCERN—A QUAR- 
TER OF A MILLION BEING SPENT 
FOR PUBLICITY. 


By Frank H. Holman. 


’ The great victory over distance 
and distribution which the meat 
packers and the fruit growers 
have made, enabling all the coun- 
try’s markets to have equal ad- 
vantages, are now being dupli- 
cated by the sea food men. 

Chicago and the interior has 
long bemoaned the stale succu- 
lence of the canned and loose ice- 
packed oysters. As the wealth of 
the Middle West grew to tempt- 
ing proportions, it became certain 
in at least one oysterman’s mind 
that there would be big profit in 
giving the interior oysters as 
fresh as the New York or Phila- 
delphia epicure could desire. 

That. idea is now a tact in 
“Sealshipt” oysters. 

But to make this bright idea a 
fact took immeasurably more 
work and disappointment and 
persistence than a bare statement 
might indicate. Prejudice and 
custom rose in the way like a 
granite wall, and the unsanitary 
wooden tubs used for forty years 
stuck like leeches in the distribu- 
tive system which the Sealshipt 
system struggled to re- 
form. To-day many 
state pure food laws 
prohibit the wooden 
tub, and it is not un- 
likely that a national 
law will be effected. 
Secretarv Wilson has 
gone on record against 
them. 

he simple idea be- 
hind the Sealshipt plan 
is to standardize oyster 
quality under a trade- 
mark, which is adver- 
tised to consumers, and 
standardize the profit, 
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the sanitation and the supply, so 
that there will be no more “freez- 
ings up.” Sealshipt oysters are 
packed directly at the beds, 
shucked and shipped the same 
day. They are packed in five-gal- 
lon containers in which, on ice, is 
kept the oysters, the entire con- 
tainer being air-tight and germ- 
proof. These containers are ex- 
tremely clever and attractive con- 
trivances. 

Dealers and jobbers are not 
asked to invest in the “Sealshipt- 
ors” or containers. They are 
owned and operated by the com- 
pany, with headquarters at Nor- 
walk, Conn. Dealers pay express 
companies ten cents for the re- 
turn of the five-gallon containers, 
get a receipt, and several times a 
month a refund is made. 

A most thorough and vigorous 
merchandising scheme has been 
planned, and business is growing 
very rapidly. The coming season 
it is expected to have over 60,000 
containers in daily use, with an 
annual shipping capacity of 3,000,- 
000 gallons. A quarter of a mil- 
lion dollars is being spent to cre- 
ate demand for the goods, largely 
by means of good advertising 
in periodicals. A campaign of 
large space has been on for sev- 
eral months, with excellent re- 
sults. 

One of the most vital of the 
trade conditions which the con- 
cern has to meet is the regulation 
of jobbers and dealers. Speaking 
on this subject L. C. Brooks, sec- 
retary and treasurer, says: 

“We are very glad to see 
Printers’ INK devote some space 
to some of the more 
vital features of mer- 
chandising, such as the 
instances of far-sighted 
manufacturers for the 
maintenance of price on 
their brands on the part 
of both jobbers and re- 
tailers as indicated by 
the article in your issue 
of October 27th. 

“This company has 
been working along 
these lines for several 
years past, and we are 
very glad to see that 
there are other converts 
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“We believe that one of the 
foundation stones for a merchan- 
dising plan on any article for 
which national distribution is ex- 
pected, is a consistent and thor- 
oughly worked-out policy by 
which retailers and jobbers are 
sure of a certain minimum per- 
centage of profit and a knowledge 
that such price agreement will be 
rigidly maintained. If such a pol- 
icy was carried out by every big 
national advertiser, it would add 
greatly to the stability of their 
product and in course of time 
would build up the retail stores 
into profit-makers and would 
tend to gradually eliminate the 
price-cutters, the principal bug- 
bear of the retailer. In our own 
case, Owing to the nature of our 
product, we have had a particu- 
larly difficult proposition to work 
out, but we have accomplished it 
through a series of contracts with 
the shippers, jobbers and retail- 
ers. 
The following are some of the 
ee of the contract with job- 
bers: 


1. The Sealshipt System shall fur- 
nish to the jobber a list of merchants 
who now operate under Agency Regu- 
lations within the territory bounded as 
described in paragraph eleven (11) 
hereof; but nothing in this agreement 
is to be construed as a grant by The 
Sealshipt System to the Jobber of any 
exclusive selling privileges in such ter- 
ritory. 

2. In towns within said territory 
wherein no agency exists, The Sealshipt 
System may grant agency privileges to 
one or more merchants, preferably such 
as may be selected by the Jobber; pro- 
vided that The Sealshipt System re- 
serves the right to decline to appoint 
any agent or agents and to cancel any 
existing agency or agencies. 

8. Within fifteen days of the estab- 
lishment of agencies The Sealshipt Sys- 
tem shall notify all shippers of Seal- 
shipt Oysters of the existence of such 
agencies, except as specified in para- 
graph 4-b hereof, and use its best ef- 
forts to protect such agents in the 
right to sell Sealshipt Oysters; but 
nothing herein is to be construed as a 
guaranty that the Jobber shall have 
any exclusive right to sell such agents, 
it being distinctly stipulated that any 
or all shippers of Sealshipt Oysters may 
supply such agents, except only in the 
manner and to the extent provided in 
paragraph 4-b hereof. 

4-a. The Sealshipt System agrees that 
on soon of advice of the establish- 
ment of new agents by the Jobber, 
The Sealshipt System will supply such 
merchants with advertising matter un- 
der such regular terms and agreements 
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as may be in operation with other re- 
tailers of Sealshipt Oysters at the time 
of receiving such advice from the Job- 
ber; and The Sealshipt System shall 
keep such dealers regularly supplied 
so ~~ as they continue to retail Seal- 
shipt Oysters, in accordance with The 
Sealshipt System’s Agency Regulations 
the same as in the case of other retail 
customers of The Seatania’ System 
similarly located and situated, 

4-b. The Sealshipt System will not 
report to shippers om the seacoast nor 
to other jobbers names of Agents _estab- 
lished by and at the expense of the Jobber 
so long as the Jobber continues to re- 
port regular sales to such Agents, as 
provided in paragraph 7 hereof, but 
should the Jobber fail to so report, 
such failure on his part. may be ac- 
copted as evidence that Jobber is not 
selling to such Agents and will give 
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The Sealshipt System the right to 
report to shippers and other jobbers 
the establishment of such Agencies, 

4-c. The Jobber agrees that immedi- 
ately on receipt of instructions from 
The Sealshipt System to stop shipping 
or otherwise supplying Sealshipt Oysters 
to any dealer or other party, he will 
immediately and without advance notice 
to said dealer, discontinue all supplies 
of Sealshipt Oysters, whether such 
dealer has been a regularly established 
Sealshipt Agent or not. 

5. The Jobber agrees to order all 
oysters that may be purchased ey 
Jobber to be shipped to said Jobber in 
Sealshiptors; to neither accept nor re- 
ceive any oysters except such as may 
be transported in Sealshiptors; and to 
pay Shippers for same under the usual 
terms, with the knowled that the 
oysters packed in said Sealshiptors are 
billed by the shippers at an advance 
over and above shippers’ net price, said 
advance being a royalty or rental 
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FLY 


MAGAZINE 


The National Aeronautic Monthly 


The first and leading publica- 
tion devoted entirely to the in- 
tensely interesting subject of 
flying. It already has an enor- 
mous circulation for a new 
magazine, and is growing by 
leaps and bounds. 

he world is becoming earnest- 
ly absorbed in aerial navigation. 

This beautifully illustrated 
magazine gives authentic in- 
formation on the subject first 
hand. Scientists, sportsmen and 
students in Europe and Amer- 
ica await its. issue with whetted 
appetites and read its contents 
from cover to cover. The ad- 
vertisements are read with as 
much interest as the text. 

Our subscription list bears a 
striking similarity to_ ‘Who's 
Who” in America and Europe. 

If you are not receiving copies 
of this magazine, notify us. 

Rate cards ready for distribution 


AERO PUBLISHING CO. 
Publishers of FLY MAGAZINE 
Betz Building -:- -:- Philadelphia 














ADVERTISING SOLICITOR 
Earning $8640 a Year Would Enter Still Broader Field 


I am now 26 years old. Have a_uni- 
versity educafion. I entered business 
when I was 21. In six years I have 
attained an earnin ower of $38,640 a 
year. I have held Put two positions: 
my first for a period of eight months; 
the rest of my six years’ experience 
has been spent with one firm, my pres- 
ent employers. My salary at the be- 
inning was $10 a week, and, as stated, 
am now earning $3,640 a year. Be- 

ing more interested in the future possi- 
bilities of a position than in increasing 
my present earning capacity, I am open 
to the offer of a position, should that 
osition offer me an opportunity to 
roaden - experience, and, should I 
prove capable, to increase my ultimate 
earning power. a reference is my 
present employer. 
and will be especially interested in an 
opportunity with— 

Fashion Publication 

(Could control business) 

Standard Magazine 

Advertising Agency 

Would bring ten accounts) 

urchase of Trade Paper 

Advertising Manager 

Sales Manager 

Special Representative 

Publishing proposition where financfal 

interest and service would lead to 

proprietary interest 


Address Apt. 19, 44 West 44th Street, New York 
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charge for the use of the Sealshiptors 
and the co-operation, selling privileges 
advertising and trade promotion of 
The Sealshipt System; and said Jobber 
further agrees to advertise and use 
every effort to promote the sale of Seal- 
shipt Oysters, 


6. The Jobber further agrees that 
such Sealshiptors as the Jobber may 
lease for jobbing and re-shipping to 
Jobber’s own trade will under no cir. 
cumstances be forwarded to any oyster 
shipping point to be filled and returned 
with qty and that upon notification 
from The Sealshipt System of the vio- 
lation of this clause, this contract may 
thereby immediately be cancelled and 
become void, and the Sealshiptors leased 
from The Sealshipt System by said Job. 
ber will thereupon tren subject to 
return to The Sealshipt System as spe- 
cified in paragraph 12-a and 12-b of 
this contract; and any waiver of the 
right to cancel shall not deprive The 
Sealshipt System of the same right 
should the Jobber continue to violate 
this clause. 


7. The Jobber further agrees to pack, 
ship, and deliver in said leased Seal- 
shiptors only the genuine Sealshipt 
Oysters, and to bill all sales of Seal- 
= Oysters, on forms furnished on 
order at cost by The Sealshipt System 
for this purpose, and to mail the dupli- 
cate sheets of such bills daily to The 
Sealshipt System. The Jobber further 
agrees that no oysters which may be 
re-shipped in any other manner than in 
said leased Sealshiptors will be sold 
or advertised as Sealshipt, and that any 
oysters sold to dealers in the city un- 
der the Sealshipt Name and Trade- 
mark will be delivered in Sealshiptors; 
and the Jobber further agrees to sell 
Sealshipt Oysters only to such dealers 
as strictly observe the conditions of the 
Retailers’ Agency Regulations con- 
temporaneously in use by The Seal- 
shipt System for the protection of its 
trade-mark; and the Jobber further 
agrees that, upon notification from The 
Sealshipt System of the violation of 
this clause, this contract may, at the 
option of The Sealshipt System, be im- 
mediately cancellea and become void 
subject to all the provisions of para- 
graph 12-a and 12-b hereof; and any 
waiver of the right to cancel shall not 
deprive The Sealshipt System of the 
same right should the Jobber continue 
to violate this clause. 

8. The Jobber further agrees that an 
authorized representative of The Seal- 
shipt System will be permitted at any 
and all times to go into the packing 
room in which Sealshipt shipments are 
being put up, and allowed to inspect 
the methods in use in the packing 
and shipping of Sealshipt oysters; also, 
that said representative shall have ac- 
cess to the Jobber’s records so that he 
may verify shippers’ and Jobber’s_ re- 
parts of shipments forwarded to Seal- 
shipt customers. 


The advertising campaign in 
the magazines included these _me- 
diums: Saturday Evening Post, 
Collier's Weekly, Ladies’ Home 
Journal, Delineator, Designer, 
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New Idea Magazine, McCall's 
Magazine, Pictorial Review, La- 
dies’ World, People’s Home Jour- 
nal, Good Literature, Women’s 
Home Companion, Dress Making 
at Home. 

In addition to these are used 
the illustrated Sunday Magazine 
sections of the following news- 
papers: Pittsburg Gazette-Times, 
Cleveland Leader, Buffalo Times, 
Detroit Free Press, Rochester 
Democrat and Chronicle, Louis- 
ville Courier-Journal, New Or- 
leans Picayune, St. Paul Pioneer 
Press, Milwaukee Sentinel, Cin- 
cinnati Commercial Tribune, Den- 
ver Republican, Columbus Dis- 
patch, Omaha News, Providence 
Tribune, Worcester Telegram. 

The total circulation of these 
mediums is estimated at 8,472,- 
305. Local advertising for deal- 
ers is furnished in considerable 
quantit y—booklets, newspaper 
electros, enameled agency sign, 
transfer signs, etc. A Saginaw, 
Mich., dealer says he sold over 
$1,500 last winter. A profit of 
from 25 to 35 per cent is given to 
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dealers, the selling price being 25 
cents per pint. Six dealers in the 
Middle West sold a total of only 
2,239 gallons of old-time oysters 
in 1904; while in 1909, selling 
Sealshipt, they sold a total of 
14,052 gallons. 

The Sealshipt Company is an 
affiliation of about 100 of the best 
oyster planters on the Atlantic 
and Gulf coasts, each of whom is 
a stockholder. \ 

a 

The Philadelphia office of J. Walter 
Thompson Company is preparing a list 
of newspapers in towns adjacent to 
Philadelphia. This list will be used to 
advertise “Dir. Frazier’s Remedies.” Or- 


ders will be sent out in the latter part 
of November. 





The November dinner of the Pilgrim 
Publicity Association was held Tues- 
day night, November 28rd, at the Ex- 
change Club, Boston. The speakers were: 
ames J. Storrow, president of the 
oston Chamber of Commerce; \. 
Facett, chairman of the Publicity Com- 
mittee, Chamber of Commerce, Spo- 
kane, Wash.; Geo. S. Lenhart, director 
of the Atlantic City Publicity Bureau; 
and Herbert Kaufman, of Chicago, 
Ce apie! writer and promoter of pub- 
icity. 











(Incl. Home Dep’t.) 


Published by the 
AMERICAN BAPTIST 
PUBLICATION SOCIETY 





Dividend Paying Mediums 


Over a million and a half each time 
Reach every corner in the United States. 


“In making a list of religious papers for practical use, 
the Undenominational would be first, then the Baptist.”— 
G. Tyler Mairs in Printers’ Ink. 


WEEKLIES. 
iC eee Eenrr Poon Pine RTs eee er 165,456 
Youth’s World ...... 80,196 Girl’s World ...... ++ 75,079 
MONTHLIES. 
Baptist Teacher ...... 70,209 Adult Class .......... 15,260 
DION, 45 scids wistee'o $o-0 19,100 World-Wide ......... 15,600 
BUPOTITICSNGENE. 5. 6.. 6.. 6:5 '0 0.60605 cbn'ed vhs eo cme deedsonseee 5,270 
QUARTERLIES. 
ROVARCHE ooo svecs 497,850 Senior .............. 202,000 


PONG 8855 othe chades 257,250 
For rates, etc., apply to 


(Incl. Home Dep’t.) 
PHBE oc .5 50:5 cic os 251,250 


JOHN H. BENTLEY, 
Advertising Manager, 
1701 Chestnut St. Phila. 
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WHY MR. POST CONTEM- 
PLATES RESIGNING 
FROM THE A. A. A. 


DOESN’T BELIEVE IN ERECTING A 
CHURCH AND~ THEN ALLOWING 
THE DEVIL TO DO THE PREACHING 
—wWANTS TO KNOW MORE ABOUT 
CIRCULATIONS THAN JUST THE 
QUANTITY. 


Mr. Bert M. Moses, of Omega 
Oil fame, is the present president 
of the Association of American 
Advertisers, which investigates cir- 
culations— when the publishers 
permit it—and then issues impor- 
tant-looking certificates giving the 
net results of the investigations. 

Mr. C. W. Post is a high pri- 
vate. in the same organization, 
Just now he is having some diffi- 
culty in getting Mr. Moses and the 
rest of the association to adopt 
his views in all particulars. Fail- 
ing that, he is quite capable of 
starting an association all by him- 
self, just as he might elect to have 
his own advertising agency if at 
any time his present agency con- 
nection should become unsatisfac- 
tory. 





Postum Cerreat Co., Lrp. 
c Post, Chairman. 

BatTLe Creek, Micu., Nov. 15, 1909. 
Editor of Printers’ Ink: 

It is possible that the copy of the 
enclosed letter may be of interest to 
your readers, If you choose to com- 
ment you can say that I am taking 
issue with the A. A, A. because they 
do not furnish us with information 
regarding the character of the publica- 
tions they examine for the members, 
at least not complete information, par- 
ticularly on the point of whether these 
papers are catering to the violent mem- 
bers of society or not. 

Yours truly, 
. W. Post. 





Mr. Bert M. Moszs, Pres., Association 
of American Advertisers. 


Dear Mr. Moses: 


On return from an extended absence 
in Texas I find your letter of Novem- 
ber 9th replying to mine in which I 
objected to the refusal on the part of 
our Association to defend the rights 
of advertisers when attacked by vari- 
ous newspapers. I understand you have 
sent a copy of your letter to every 
member of the Association, therefore 
I assume that they have read it and 
know what you have seen fit to sa 
to me on this subject. Please permit 
me to repeat here in full a letter re- 


INK 





ceived from a member of our Associa: 
tion, which,reads as follows: 

“Your letter of November 8rd _rela- 
tive to the Association of American 
Advertisers is received and has had 
our careful reading and consideration, 

“T have always had the same criticism 
as you in regard to Mr. Crossman and 
I believe this is one reason why neither 
the Association nor Mr. Crossman has 
advanced in the last few years. The 
man who sits down in a corner of the 
field and waits for the cow to come 
along to be milked and is even afraid 
na ad ‘Shoo,” rarely has a full milk- 
pail. 

“The writer has never taken an ac- 
tive interest in the affairs of the Associa- 
tion, as this is our first year as mem- 
bers, but we wish to say to you that 
we will gladly follow your lead on any 
matters connected with the Association 
of American Advertisers, as we feel con- 
fident, from our knowledge of the 
success you have had in your own busi- 
ness, that you will fight on correct lines 
and with principles that will be for the 
betterment, not only of the Association 
as a whole, but of its individual mem- 
bers.” 

I also received a letter from another 
member objecting strenuously to my 
position on this subject. It is worthy 
of notice that this letter was not written 
by the owner of the business, the man 
whose property is endangered, but by 
the advertising manager whose thought 
perhaps does not extend beyond his im- 
mediate department. I do not reproduce 
the second letter, for it is rather lon 
and largely reiterates what you sai 
in your letter. It is evident there is 
a diversity of opinion on this subject. 

It is quite sufficient for me to say that 
our Association has been in existence 
quite a number of years. It has been 
one factor in educating publishers to 
furnish advertisers with reliable data 
regarding the purchase of space. I 
have always looked upon the Associa- 
tion of American Advertisers as hav- 
ing a rather wider field than the con- 
ception you seem to have and that of 
some of my critics. You state that you 
do not understand that our Association 
is intended “to take up the North Pole 
controversy, the divorce evil, the liquor 
question, the tarift fight, the abolition 
of poverty, nor any of the unsolved 
problems that have perplexed the world 
ever since the time of the Ptolemys.” 

In glancing over my correspondence 
I do not discover that I have ex- 
pressed an opinion that we should un- 
aertake the solution of any of these 
questions. Running up and down rain- 
bows may, perhaps, be a pleasure to 
you, and I see no particular objection 
to exercising wouredll in that way, but 
I do not understand how that sort of 
physical culture has anything to do 
with the subject in question. 

The point I have been trying to 
make, perhaps, is not clear, therefore 
let me state it again. An association 
of business men such as compose the 
Association of American Advertisers is 
for the purpose of protection and de- 
fense and in this particular case we 
choose to narrow down our field of 
activity to newspapers and other pub- 


(Continued on page 62.) 
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Whether You Write 
50 or 50,000 


business letters a year, it pays—it pays well 
to use a high-grade paper. 


Each letter is a unit, and the responsibility 
and solidity of your business is reflected to 
no small degree in each and every one. 


So the cost of dignified, refined and pro- 
ductive stationery should be figured by the 
sheet. 


And not by its first cost, or the cost of the 
total issue. 


COUPON BOND 


THE DE LUXE BUSINESS PAPER 


costs a little more than inferior ‘‘near’’ Bond 
Paper—but the compelling power, the influ- 
ence and prestige it gives to your letters— 
your business—is worth ten times its extra 
cost. 


Proof of this is the ever increasing adoption 
of COUPON BOND by firms to whom 
quality in stationery is an essential thing. 


Our sample book is worth having. Send for 
it today. 


m, AMERICAN WRITING PAPER gm 
amy COMPANY amy 
HOLYOKE MASSACHUSETTS 
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LETTER TO MANUFACTURERS WHO 
REALLY DESIRE SOUTHERN 
TRADE. 





The author of this letter desires 
to communicate with the presi- 
dent, sales manager or advertis- 
ing manager of a manufacturing 
plant that produces a product of 
sufficient quality to “repeat” when 
once introduced to the better class 
of white people in the Southern 
States. It would be a waste of 
time both on your part and on 
ours to enter upon negotiations 
unless you appreciate the great 
change which has been wrought 
in Southern trade conditions dur- 
ing the past decade by the ad- 
vance of cotton from 4c or 5c per 
pound to 14c or 15c. In other 
words, you must really be intelli- 
gently interested in securing and 
holding Southern trade. 

Our company will contract to 
stock your goods with new retail 
dealers of acceptable rating who 
have never handled them before, 
provided you will back the mer- 
chants with an adequate and effec- 
tive advertising campaign through 
the columns of the Religious 
Weekly Magazines of white de- 
nominations covering their trade 
areas. Southern merchants, ex- 
cept some in a few of our larger 
cities, are themselves subscribers 
of the Religious Weeklies, and 
fully appreciate their power and 
influence both in the home and in 
the advertising field. They have 
observed that their best sellers 
are goods that are advertised ex- 
tensively in their church paper. 








Our drummers call on the mer- 
chants, explain the merits of your 
product, exhibit the advertising 
schedules, and show the list of 
publications which are carrying 
the advertising. They also point 
out the advantage of handling 
goods that are thoroughly adver- 
tised in the merchant’s own trade 
area, and the advantage of stock- 
ing such goods at once so as to 
share the benefits of the adver- 
tising that is being done’ by the 
manufacturer, as well as to pre- 
vent the diversion of their own 
trade to competing dealers, who 
might be carrying the line. The 
work of our salesmen is purely 
introductory, and repeat orders 
are left to the manufacturers’ reg- 
ular-drummers. Out of some fifty 
Southern drummers who have in- 
vestigated our advertising and 
selling service not one has failed 
to endorse it enthusiastically. 

We have three “Advertising 
and Selling” contracts now in 
force. Our limit is eight. Of 
the three now in operation, one is 
for paint, another for a breakfast 
food, and the third for a wall- 
finish. For the paint manufac- 
turer we have, to date, quadrupled 
our guarantee of new dealers and 
goods to be sold. On the break- 
fast food account, we are doing 
even better than that. The third 
account has just been booked and 
we are just beginning to send in 
new orders at this writing, No- 














yember 18. It is useless to say 
that these three contracts are with 
prominent and reliable manufac- 
turers whose goods are “repeat- 
ers.” 

Briefly stated, our service con- 
sists of two elements: (1) The 
creation of a preferential demand 
for the manufacturer’s product by 
educative advertising directed to 
the consumer through the columns 
of the only high-class family mag- 
azines of the South. (2) The 
stocking of new dealers to meet 
the demand created by the adver- 
tising. Under the terms of our 
contract with the manufacturer 
(or his agent) we are paid for 
the service only in proportion as 
we deliver both the advertising 
and the new dealers. 

The number of dealers to be 
furnished by ts and the amount 
of the initial order from each 
dealer varies with different lines 
of manufacture, some lines being 
heavier than others, but the value 
of the new trade created by us is 
approximately the same in all 
lines. Thus in some lines the 
value of a new dealer to the man- 
ufacturer is much smaller than in 
others, but in such cases the num- 
ber of new dealers, guaranteed by 
us, is proportionately larger. 

We require of the manufac- 
turer (1) That the product to be 
promoted be of good quality. 
(2) That it represent a square 
deal to the merchant and the job- 
ber, in case the latter is involved. 
(3) That the merchants whom we 


stock shall be backed by an ad- 
vertising campaign consisting of 
a ten-inch advertisement . each 
week for fifty weeks (or its 
equivalent) in each of our South- 
ern Religious Weekly Magazines 
of ‘white denominations, covering 
the states involved in the contract. 

The cost to the manufacturer 
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for our complete service, includ- 
ing both the advertising to the 
consumer and the stocking of new 
dealers to meet the demand for 
the goods, is 5 cents a year per 
family reached. For the cost of 
a single personal letter, on good 
stationery, the manufacturer 
reaches an entire family with a 
ten-inch advertisement each week 
for 50 weeks and secures, in ad- 
dition, new dealers to, supply the 
demand created by the advertis- 
ing. 

Of course, our drummers are 
subject to the orders of the man- 
ufacturer’s sales manager during 
the period of the contract. Our 
service is subsidiary and purely 
introductory, so that it does not 
conflict in any way with the es- 
tablished selling machinery of the 
house. 

To the manufacturer who is 
familiar with the home life of the 
best element of the white people 
in the smaller cities, towns and 
villages of the South, nothing 
need be said as to the power and 
influence of the Southern Reli- 
gious Weekly Magazines in the 
advertising field. The same is 
true of mail-order advertisers 
who, by keying their copy, are 
able to measure mathematically 
the value of any given medium. 
To those who require informa- 
tion on Southern conditions, we 
have valuable and _ interesting 
data which we will gladly supply 
on request, together with fuller 
details of our advertising and sell- 
ing service. In writing, kindly 
mention any apparent difficulties 
you foresee, and also give us full 
information as to the quality of 
your product, the wholesale and 
retail price, terms, discounts and 
commission to merchants and 
jobbers. Also give us an idea of 
the degree to which your goods 
are already distributed in the 
South, and the number of points 
controlled by exclusive agents, 
also number of representatives of 

our house in the South. Address, 

epartment of Sales Promotion, 

Religious Press Advertising 

Syndicate, 
Jacoss & Co., Proprietors, 
Home Office, Clinton, S. C. 
—Advertisement 
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There is no Moss 
on 

the -: 

Farmer’s 

Back — 


He’s a shrewd, practical and 
wide-awake business man, posted 
up to the minute on the world’s 
markets for his products. 
Growers in every section of the 
country—from the vast apple 
rowing sections of the great 
Rorchuest and the potato fields 
of Maine to the orange groves 
of California and the fruit and 
truck producing sections of the 
South— 


red Qa, 


because it’s 


THE ONLY COMMERCIAL 
FARM PAPER 


giving complete telegraphic 
quotations and the market con- 
ditions in every principal city 
on fruits, vegetables, butter, 
eggs and poultry. 


BUYERS OF PRODUCE 


= Das 


to solicit shipments because it’s 
the connecting link between 
producer and distributer. 


IF YOU WANT TO REACH 


THAT 
IT’S CERTAINLY UP TO 
YOU TO USE 


DDackee 


76 Park Place, NEW YORK 

















lications. According to your view of 
it we must stop after we have discoy. 
ered the circulation of the mediun 
and filed a report with our members 
but I prefer to go further than this 
and say that the quality of the medium 
is of as great importance to the adver. 
tiser as the actual circulation, 

Quantity in circulation is by no 
means the only feature that the adver. 
tiser must look to. He absolutely must 
know the quality, in other words, the 
character of readers, and I submit 
further than this that any right-minded 
advertiser would hesitate to appropriate 
his money to a publication the owner 
of which used that money in the carry- 
ing out of a campaign of disintegra. 
tion leading up to Socialism and An- 
archy. Advertisers who may have 
worked hard to build up a business and 
are now seeking to maintain it should 
be furnished with the facts as to 
whether or not their appropriations are 
being used by publishers to systemati- 
cally tear down and destroy property 
rights. I maintain that every member 
of our Association has a right to ex- 
pect the officers of the Association to 
furnish him with data relating thereto. 
‘then, if he feels willing to continue 
to appropriate money to used in 
the carrying out of that kind of a cam- 
paign which directly leads up to the 

estruction of his business, he certainly 

has a right to so appropriate his money, 
but primarily he has a right to expect 
his Association to furnish him with 
these facts, and not only to furnish 
him with the facts, but to protest 
against that sort of a campaign. 

Your theory seems to be based upon 
the plan of erecting a church, building, 
equipping it with seats and an organ, 
and allowing the devil himself to do the 
preaching. 

To boil this all down, let me re- 
iterate, I as one member of this Asso- 
ciation expect to be furnished with the 
information regarding each publication 
which we may investigate, as to whether 
its copies are circulated among the un- 
thrifty Socialists and Anarchists, or 
whether they go among the thrifty 
home-owning, peaceable and reputable 
citizens. I can obtain facts regarding 
circulation from other sources than the 
A. A Let me repeat that I have 
absolutely no sympathy with, but on 
the contrary despise, the attitude of 
men of affairs who are afraid to pub- 
licly as well as privately denounce the 

rowing campaign of the unthrifty 
ooking towards a dissolution of the 
present order of things. No such 
progress towards disintegration could 
have been made but for the apathy 
and abject cowardice of altogether too 
many of our men of affairs. am will- 
ing to stay by and help in an Asso 
ciation conducted for the best interests 
of its members, but if you and the 
present board of managers insist upon 
a lukewarm, weak-backed line of pro- 
cedure, I must respectfully insist upon 
resigning, and will devote ‘my energies, 
such as they may be, in other direc- 
tions. We must have an active, virile, 
wide-awake Association conducted upon 
lines of justice, equity, and, so far as 
—— complete defense for its mem- 

ts, otherwise I have no use for it. 
C. W. Post. 
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An Advertising 
Course By 
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. Instruction and Administration Buildings. 


OR the business man who wishes to do his own advertis- 

ing ; for the man who is already doing it, but who wishes 

to do it better; or for the man who intends to make advertis- 

ing his life-work, no other method offers so many c7 such 

unusual advantages as the Advertising Course of the 
International Correspondence Schools. 





THs Course is the crystallized result of our own and suc- 
cessful advertising experience, back of which is an ex- 
ert knowledge of a-wide and varied line of commercial 

industry. No other institution, concern or individual 

has ever had the opportunity or the facilities for —s 

so many different lines of business from so many points o 

view, as the I. C. S. 


[N addition, we have consulted the highest paid and most 

prominent advertising managers, writers, editors and 
solicitors in the country, which all means that the I. C. S. 
Course of Advertising is just what we say it is—an Advertising 
Course by Experienced Advertisers, embracing copy writing, 
follow-up systems, managing advertising appropriations, 
illustrating, mediums, catalogue and booklet writing, in short, 
every branch of advertising, from type sizes to managing a 
national campaign. 














O learn more about 
it, and how it par- International 
ticularly meets your Coommmnatanes aaaeets 
a fill in “i si . eigen enna 
; ease send, without obligation to me, 

and mail the attached specimen pages and complete description of 
coupon. your new and complete Advertising Course. 
DONG this puts you SS <a <hr hig oe aed oO Gk ©. Bs a 

: under no obliga- SE IN DY 4.8, a eieln! ed eects 
tion. Send the coupon BG ease owned Ville: oer 
to-day. 


Experienced Advertisers 
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Printers’ INK. 


4 JOURNAL FOR ADVERTISERS. 
Founded 1888 by Geo. P. Rowell. 
PRINTERS’ INK PUBLISHING COMPANY 
Publishers, 


President and Treasurer, R.W. LAWRENCE. Sec- 
retary, J.1. ROMER. Manager, J. M. HOPKINS. 
Advertising Manager, F. C. Briss. OFFICE: 





12 WEST 31ST STREET, NEW YorK City. 
Telephone 5203 Madison. The address of the 
company is the address of the officers, 


Issued simultaneously in England by Printers’ 
Ink (English Edition) Publishing Company, 
Kingsway Hall, London W. C., Editor, Thomas 
Russell. Subscription, English Edition, 1 year, 
10s,; 6mo., §s. Postage, 2s. 6d. per year. 





Combination subscription and advertising rates 
for both editions on application to either office. 





New England Office: 2 Beacon Street, Boston, 
JuLius MATHEws, Manager. D. S. LAWLOR, 
Associate Manager. 

Chicago Office: 844 Tribune Bldg., Telephone, 
Central 4461. WM. S. GRATHWOHL, Manager, 
St. Louis Office: Third National Bank Building. 
A. D, McKinney, Manager, Tel. Main 1151, 
Issued every Wednesday. Subscription price, 
two dollars a year, one dollar for six months, 
Five cents a copy. 


J. GEORGE FREDERICK, Managing Editor. 








New York, November 24, 19009. 








Foreign Man- In this issue of 


ufacturing tov sears INK 
appear two ar- 
and Ameri: jicjes which, quite 
can Adver- py accident, draw 
tising sharp contrasts 
between the policies of one for- 
eign maker who sells in America 
and who will grant desperately lit- 
tle advertising appropriation, and 
another who is willing to spend 
any amount the American office 
names. 

It is needless to say that their 
separate sales totals equal in con- 
trast their advertising policies. 

It does not matter what condi- 
tions may prevail in Europe or 
elsewhere—the most successful for- 
eign products here have found that 
the American selling idea includes 
advertising. Interesting proof of 
this was recently printed in these 
pages, telling of a foreign product. 
which succeeded so well with mod- 
ern advertising methods here that 
the same methods are now to be 
tried in Europe by the home office. 

There are any number of for- 
eign products of merit which would 


do much benefit to the merchan- 
dising situation here by starting an 
aggressive advertising campaign, 
It would awaken American manu- 
facturers who now have an in- 
different and indolent hold upon 
the market in their line. 

Foreign automobiles have never 
advertised aggressively here—with 
disastrous result upon their Amer- 
ican trade. 

Foreign manufacturers are los- 
ing ground in many world mar- 
kets because of American aggres- 
sion, but still form a formidable 
commercial foe. If the foreigners 
added advertising to their com- 
mercial armament, there would re- 
sult a battle of “eve odds” which 
would be as interesting as any 
conflict ever waged. 

p— 
That the profits 

Publishing of publishing a 

Profits good magazine 

are pretty nearly 

as good as some recent stock sell- 

ing literature has claimed, is prov- 

en by the figures of two or three 

well-known periodicals given out 
in the last several weeks. 

First and foremost comes the 
Curtis Publishing Company, whose 
annual balance sheet shows an in- 
crease of revenue over 1908 of 
$1,627,006, the total now being 
$5,618,664. In the same period 
the capital stock has been in- 
creased from $600,000 to $2,500,- 
ooo and the surplus from $1,255,- 
gor to $1,542,887. Its gain of cash 
and debts receivable amounts to 
$1,419,496. 

The Associated Sunday Maga- 
zines, another strong property, 
shows a gain in business of $119,- 
009 over 1908, or a total volume 
of business for the past eleven 
months of 1909 of $545,084. 

The Butterick Company recent- 
ly declared a 3% per cent dividend, 
which is an increase. About 80 
per cent of the stockholders of 
the Ridgeway Company have ex- 
changed their stock for Butterick 
stock, showing confidence in the 
future of the concern. 

The publishing business is the 
most exacting and difficult of al- 
most all businesses—but perhaps 
that is why so many men of brains 
are attracted to it. 
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At no time since 
its organization 
the Western has the Boston 

Farmer Chamber of Com- 
merce so perfectly demonstrated 
its new constructive policy as at 
its meeting October 21st, when 
the possibilities of New England 
agricultural competition with the 
West were discussed. 

It was shown how with scien- 
tific farming it would be possible 
to make New England acres 
worth $150 instead of $15, and 
how instead of paying 5 cents 
apiece for Hood River Spitzen- 
berg apples, shipped 3,000 miles, 
it could raise just as good apples 
within thirty miles of Boston. It 
was shown how Kansas fruit 
raisers pay 60 and 70 cents to 
send fruit to Boston, which New 
England growers, if as wide 
awake as the West, could grow 
themselves. 

The Chamber of Commerce 
strongly advocated that the same 
reputation for quality be achieved 
for New England agricultural 
products as had been achieved for 
her manufacturing products, and 
by inference, if not by specific 
mention, it was suggested that 
the progressive sales and adver- 
tising methods of Western grow- 
ers be adopted in New England. 

This is only one hint of a gen- 
eral realization that farm lands 
possess products just as suscep- 
tible of modern sales methods as 
the factory. If the rest of the 
United States desires to achieve 
the wealth which Western States 
have achieved through agriculture, 
it will have to adopt Western 
methods—which necessarily in- 
clude considerable advertising. 


Lessons from 








Covering Advertising has 


the grown to be such 
Advertising 2.87%, business 
Field ramifications that 


it is obviously impossible to treat 
in each issue of Printers’ Inx all 
of these widely varying phases. 
In order to have some system in 
handling so big a subject, we have 
concentrated in certain issues on 
the most important divisions of 
mediums, such as magazines, 
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newspapers, farm papers, trade 
journals, street cars, outdoor ad- 
vertising, etc. 

Similarly, in regard to the many 
different lines of goods advertised, 
a policy is being pursued of con- 
centration on the principal indus- 
tries in successive issues. Only in 
this way can so great a field be in- 
telligently and systematically cov- 
ered. Printers’ Inx’s Education- 
al Campaign, now under way, is 
an evidence of this policy. The 
next five issues will contain mat- 
ter of special interest to the five 
industries following and in the 
order named: Household Articles, 
Drugs and Toilet Articles, Office 
Supplies, Bonds, Banks and In- 
vestment Securities, Automobiles. 
These lines, with Shoes, Clothing 
and Food Specialties, treated in 
this and the two previous issues of 
Printers’ INK, represent the most 
desirable kinds of advertising 
from the publisher’s standpoint, 
and all are susceptible of great 
advertising development. It is 
probable that from these fields 
will come the great proportion of 
new advertisers within the next 
five years. Printers’ INK will do 
its share of the advertising propa- 
ganda by going after these possi- 
ble advertisers, not only with sam- 
ple copies, but with vigorous fol- 
up letters designed to add them as 
new subscribers and also to bring 
the thought of advertising nearer 
home to them than it has ever 
been before. 





Interesting facts 

Big about the adver- 
Theatrical tising of plays 
Advertising have recently 


come out. Charles 
Expenditure Frohman is said 


to be the largest producing man- 
ager in the world, and he has given 
to a congressional committee in- 
formation showing that for print- 
ing and advertising he spends an- 
nually $500,000. 

This is but a hint of the great 
volume of advertising done by the- 
atrical managers. In former years 
much of this class of advertising 
was done in a negligent and scat- 
tered manner. In recent years 
greater concentration in newspa- 
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pers has been the rule. The press 
agent has not so great a proportion 
of advertising appropriations as 
formerly. 

The opportunities for theatrical 
advertising are still large, for it 
still tends toward being just a card 
rather than a delineation of what 
is offered for sale. Book publish- 
ers have long ago learned that re- 
views are valueless in pushing 
books, and that advertising is the 
best means of publicity. Theatrical 
criticisms have been so much un- 
der fire that it is possible that they 
have lost their power to influence 
public opinion. Perhaps the the- 
atrical producing managers are 
also finding more and more that 
good advertising of the modern 
sort is the easiest and best path 
to filling seats. 
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Situation in is the fourth city 

St.Louis in the United 

States. Yet it has heretofore 

been represented in the Gold- 


Mark list by only one paper, the 
Globe-Democrat, which is well 
recognized as being entitled to the 
‘ distinction. The Eastern repre- 
sentatives of the Post-Dispatch, 
the S. C. Beckwith Special Agen- 
cy, have submitted a large volume 
of evidence going to show that it 
would be an act of injustice to 
withhold the Gold-Mark from this 
paper. This remarkable evidence 
consists of interviews with prac- 
tically every retail advertiser in 
St. Louis, high-grade and other- 
wise. Even where there was evi- 
dently personal resentment against 
the management of the Post-Dis- 
patch, on account of its stiff and 
unyielding business methods, the 
circulation and standing of the 
paper were unquestioned. Print- 
ERS’ INK sent this telegram to a 
St. Louis house noted for the 
high prices and high grade of its 
merchandise: “Does the Post- 
Dispatch reach the best people in 
St. Louis?” The answer, came 
back: “Yes, and everybody else.” 
In view of all the evidence sub- 
mitted, the Gold-Marks have been 
awarded to the Post-Dispatch, 
making it the 124th paper in the 
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list. In view of the represétitg. 
tion that other cities have in this 
list, there would seem to be no 
reason for refusing to concede to 
a town of the importance of St 
Louis, two representatives. With 
the Globe-Democrat in the morn- 
ing field, and the Post-Dispatch 
in the evening field, St. Louis may 
be said to have come into its own, 








New things are 
A Municipal happening rather 


“Advertising fast in boosting 
Day”’ communities. All 
over the country 
new plans are being tried to stimu- 
late trade for mutual benefit. The 
latest news is from Rochester, 
N. Y., which is planning an “ad- 
vertising day,” when all merchants 
are to unite in giving bargains 
“that will open people’s eyes.” By 
advertising this day it is hoped to 
draw a big visiting crowd. 

Still another idea is that of an 
“auction day.” Ideas in plenty for 
other special events have been ad- 
vanced, and in some cities carried 
through. It is evident from their 
success that the possibilities of 
“getting together” and using print- 
ers’ ink for mutual advantage have 
just barely been touched. 

Newark, N. J., is taking steps 
to extend the scope of its bounda- 
ries so as to have a “Greater New- 
ark,” and cities throughout the 
East and West are active in build- 
ing up the prestige and prosperity 
of their people. It is even predict- 
ed that every live city administra- 
tion in the future will have an ad- 
vertising manager on its pay-roll. 








RICHARD WATSON GILDER DEAD. 


One of the country’s most noted edi- 
“ors and poets, Richard Watson Gilder, 
editor of the Century Magazine for 
twenty-eight years, died November 19th. 
Mr. Gilder’s literary fame extended to 
two continents. He was in an atmo- 
nee of writing and publishing from 
the time he was twelve years old and 
set type for the St. Thomas Register 
at Flushing, L. I. For eleven years 
he was managing editor of Scribner's 
Magazine. He published six books of 
verse, and was very frequently called 
to the honor of composing odes to 
memorable occasions. The Century 
Magezine has been maintained at a 
very high literary’ standard by Mr. 
Gilder’s connection, and has made itself 
a leader in the magazine field. 
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THE LARGEST GAIN 


Of Any of the Ten Months of 1909 








25,482 Inches, or 1274.10 Columns 








LOS ANGELES EXAMINER 
ADVERTISING GAINS 


For October, 1909, Over October, 1908 


Gain in Local Display Advertising.......... 17,615 Inches 
Ga'n in Eastern Display Advertising........ 2,540 Inches 
Gain in Classified Advertising............... 5,327 Inches 

MR ROME Sach T sedi yikes eeseas 25,482 Inches 


This Is a Total Gain of 54% Over October, 1908 
Local Display Advertising Gained 72% Over October, 1908 








The Reason? Just This— 


Successful advertisers know that. results come from. 
home circulation. 

Practically every copy of the Los Angeles “Examiner” 
‘s delivered into the home. . 

More than 95 per cent of these homes are within the 
trading territory of Los Angeles merchants. 

Shrewd advertisers are using more space than ever in 
the “Examiner” this year, because they know that this 
paper is growing—very fast. 

The Los Angeles “Examiner” solicits your advertising 
patronage upon the basis of 


“BEST RESULTS FROM THE BIGGEST CIRCU- 
LATION” 








Sunday Circulation, 90,000 Copies 
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“SHIFTING” WITH RIDICU- 
LOUSLY SMALL ADVER- 
TISING APPROPRIA- 
TIONS. 


VAN HOUTEN’S, IN SPITE OF SEVERE 
ADVERTISING LIMITATIONS, IN- 
CREASING SALES—FOREIGN MAN- 
UFACTURERS WON’T SPEND MORE, 


A dollar in an advertising cam- 
paign never had a harder task- 
master than it has in the manu- 
facturers of Van Houten’s Cocoa. 
The New York office of this well- 
known Holland company are chaf- 
ing at the small appropriation for 
advertising which the home office 
allows, and consequently are cud- 
geling their wits in hours and out 
to think up ways that will allow 
every cent-they spend go the far- 
thest in helping their cocoa to find 
a ready market. The undeniable 
fact that Van MHouten’s Cocoa 
does keep moving from the deal- 
ers’ shelves to the consumer is a 
tribute to their publicity plans, 
and a strong hint of what might 
be accomplished with more 
money. 

It is only human nature for the 
American executives of the Van 
Houten’s business to feel that the 
Holland office might be much 
more liberal with their advertising 
cash. It is the old story of the 
foreign frame of mind which does 
not rightly understand American 
merchandising methods. In the 
old country markets, for a hun- 
dred years or so, the Van Houten 
people have been used to having 
their cocoa reach the consumers 
through its very prestige; doubt- 
less the knowledge that Van Hou- 
ten’s is a very “classy” cocoa 
makes thousands of buyers in 
America, too; but the point is— 
and the live-wire Americans en- 
trusted with responsibilities of 
getting American trade agrée in 
this—the product would increase 
enormously in sales if a discrim- 
inating advertising campaign were 
put behind it. 

With a strictly limited sum for 
advertising purposes, the New 
York manager, after a good deal 
of deliberation, contracted for a 
page of the Style Book, to be 
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used during the winter months, 
and for half and quarter-pages jn 
the following trade journals: the 
Soda Fountain, the Soda Dis. 
penser and the Eastern Drug 
Market, The quality and supe- 
riority of the cocoa is featured in 
the copy. 

At different times in the past 
Van Houten’s has appeared in in- 
terior ciiies in street-car adver- 
tising. Billboards have been used 
to some extent, but contracts for 
this space will expire the first of 
the year. 

The question naturally arises, 


You can save money by using Van Houten's Cocoa be- 
cause you use only half as much as of other Cocoas 


Its double strength is gained by starting with the highest 
grade bean obtainable, then extracting the full virtue of 
that bean by the special Van Houten process known to 
ho other manufacturer 


Van’ Houten's Cocoa is completely and instantly soluble, 
There is no sediment in the cup, therefore no waste. 


It requires no boiling—1s ready to serve by simply adding 
boiling water—only be sure that it ¢s absolutely boiling 


It is the richest, most nutritious, and at the same time the 
most perfectly digestible Cocoa in the world 


Equally good for frostings, ice cream, and cake, av it is 
when used as a beverage 


Send » postal wih your dealer's name, for free 
sample ond o copy of ovr dainty recipe folder 


VANHOUTEN’S 


(Best and Goes Farthest) 


COCOA 


GC J. VAN HOUTEN & ZOON 
tt READE STRERT, NEW YORE (21 WABASH AVENUE, CHICADO 
re: 


THE LATEST MAGAZINE AD. 


“Tlow does Van Houten’s find the 
market it does with this slim vol- 
ume of advertising back of it?” 
As a matter of fact a great deal 
of advertising of Van Houten’s 
cocoa is printed for which the 
manufacturers do not pay. Al- 
ways the makers have made it a 
point to “play square” with the 
dealer, to cater to his interests; 
he is, therefore, willing to—and 
does—use space in newspapers, 
which he himself has bought, for 
exploiting Van Houten’s. 

Going out to all points con- 
stantly from the home office are 
“demonstrators” of the cocoa who 
operate in the stores of the deal- 
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ers, In these demonstrations the 
store visitors are served with Van 
Houten’s cocoa, made as_ it 
should be, and the dealer feels 
the stimulus. The cocoa makers 
turn business the dealers’ way 
whenever possible. The postal 
card answers being received from 
the Style Book now, for example, 
are shown to the dealers i in whose 
district the inquirer lives, and 
proper provision is thus made for 
supplying the demand. The deal- 
er, therefore, isn’t slow to per- 
ceive the solicitation of the manu- 
facturer and he co-operates often, 
as stated, with copy boosting Van 
Houten’s in his local daily. 

“In one way or another,” Van 
Houten’s sales manager said, “we 
try to offset the disadvantage of 
what we believe might well be 
wider publicity in magazines and 
newspapers. We have confidence 
that the woman who is particular 
about what she eats will ‘come 
again’ after she has used Van 
Houten’s once. So we try in dif- 
ferent ways to get into the home 
and into high-class boarding 
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houses, When we can, we make 
some newspaper announcement of 
a coming demonstration in any 
particular place. Invitations to 
these ‘cocoas’ are sent to the best 
families in town and to the wom- 
en who keep the best boarding 
houses. They are taught the prop- 
er way of making Van Houten’s. 

If we could be sure that first pur- 
chasers followed directions, we 
would feel secure in retaining 
them as continuous , customers, 
But it is literally true that many 
women don’t really know how to 
boil water—that is, have the water 
reach 212 degrees. Many women 
spoil cocoa by pouring water that 
is merely hot over it. If we could 
be sure that an advertising cam- 
paign would absolutely make the 
first buyers of Van Houten’s use 
boiling water, I believe that the 
expense would be justified by an 
increased volume of business.” 


The C. Brewer Smith ae wed is send- 
ing out orders to New coy 2 and papers 
on the advertising of Lung Kuro, Pure 
reading notices running t. f. are used. 











EVERY 


every advertiser in the Agricultural 
Office receipt like this: 


MONTH 


Epitomist receives a fac-simile Post 
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Post ona 


Name of Publicati 

Or News Agent, » 
Weight of Sample 
Weight of Copies to Subscribers, Subject to Postage, - 


Weight of Copies to subscribers 
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Received full prepayment of postage. 


THI8 RECEIPT MUST BE ISOUED 
FOR EVERY MAILING, WHETHER 
THE MATTER Of Seeser To 
PoeTace eon ne 
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pound, 


cultural Epitomist every month, 
Here’s good business for you. 


Taytor & BILLINGSLEA 
626 First Nat’l Bank Bldg. 
Chicago, II 





Postage rate on newspapers is 1 cent a pound, and 
$323.51 pays for 32,351 pounds. 
October issue was 24 pages and weighed 7 papers to the 


Multiplying 32,351 by 7 gives 226,457 copies for October. 
More than 226,000 farm folks in the great Middle West read the Agri- 


Let us tell you more about it, 


AGRICULTURAL EPITOMIST, Spencer, Ind. 


FisHer Spectral AGENCY 
150 Nassau St. 
New York, N. Y. 
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tisers in any line of business. 


distribution and salesmanship. 








The. Prize Idea Contest 


PRINTERS’ INK offers $100 in prizes for the best and most helpful suggestions for adver. 
D Ideas may relate to newspaper or magazine advertisements 
booklets, car-signs, posters, windows displays, etc. f 
Entrics will be judged on the basis of their practicability 
and probable value to advertisers and advertising agents. 


Or they may apply to any phase of 











WHY NOT A TRADE-MARKED 
CLOCK? 


Cuicaco, Nov. 12, 1909. 
Editor of Printers’ Ink: 


The Printers’ Inx editorial leads me 
to suggest a trade-boosting idea for an 
article of almost universal demand that 
is not—and never has been—effectively 
advertised. 

Accustomed as we are to reading 
about nearly everything else for home 
or personal need—it would a dis- 
tinct innovation and (should be) a 
source of gag ago | profit to the 
manufacturer with confidence enough 
to push the sale 
of and advertise ; 
trade - marked 
clocks. 

It is unneces- 
sary to delve in- 
to and present 
great masses of 
“evidence” to 
bear me _ out. 
The facts them- 
selves are inter- 
esting and easy 
enough to un- 
cover to lead to 
an investigation 
—and the deep- 
er one scratches 
the surface the 
more convinced 
will he become 
that there are 
splendid  distri- 
bution possibili- 
ties for a real 
clock with 

as de- 
pendable and 
satisfactory to 
the home circle 
as an Elgin or 
Waltham watch 
“movement” is 
to the individ- 
ual wearer. 
new idea 
designed to increase the demand and 
sale of clocks would be to abandon 
forever all reference or suggestion to 
the forlorn gilt, bronze, tin or marble- 
ized “apologies” that sell either on 
weight, appearance—or because of the 
“soft charm” of its “chimes.” 

To reap full benefit of a clock cam- 
paign to the prospective buyer or the 
dealer, I would suggest that a standard 
interchangeable “movement” (works) 
be perfected, trade-marked and_adver- 
tised freely both to the trade and 
home-lover. 

Already we have bookcases in “unit 














sections” made, advertised and sold 
to match or harmonize with any style 
furniture or any particular decorative 
scheme one may have; we have any 
number of famous watch movements— 
in any style case—in white metal, sil- 
ver or gold; we have portable gas or 
electric lamps in dozens of styles in 
shades for any home or for any purse, 
Then—why not a “standard” timepiece 
for the Setap—-the den, hall, parlor, 
bedroom or office—in a suitable variety 
of “case” styles to permit of a satis. 
factory choice? 
D. D. Cooke. 


—_+ oe »—_____ 


A HINT TO EDUCATOR SHOES, 


Tue Apams NEwspPAPER SERVICE. 
Cuicaco, Nov. 13, 1909. 


Editor of Printers’ Inx: 

I have read your article on the Edu- 
cator Shoe with much interest. Their 
advertising in the Chicago Tribune at- 
tracted my attention some time ago, and 
every day I saw the ad I wondered 
who sold the shoes in Chicago. 

It seems to me that a national adver- 
tiser when using local newspapers 
should state, if possible, where these 
shoes can be had. For example: My 
interest was decidedly aroused and I 
wondered where I could buy Educator 
Shoes, but I was not sufficiently aroused 
to go from store to store until I found 
them or to write to Rice & Hutchins, 
asking them where I could buy them. 
The result is that I was just on the 
verge of going to my regular shoe 
store and getting a shoe with the toe 
room that the Educator gives. 

It may be possible that Educator 
Shoes are carried in so many stores in 
a big city like this that it is not pos- 
sible to name them all. In that case 
why not say “By all leading dealers— 
a list will be sent on application.” This 
would give them a chance to send in- 
quirers a little booklet or circular with 
additional information on the advan- 
tages of their product. 

Printers’ Ink. by the way, I con- 
sider the most valuable publication to 
advertising men and business men in 
general that I have ever seen. 

Artuur M, BarreETT. 


—_—__+e+-____. 


SUGGESTION FOR A SERIES OF 
MAGAZINE ADS. 


New York, Nov. 11, 1909. 
Editor of Printers’ INK: | 
Here is an idea. for a series of adver- 
tisements, and while it can be applied 
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maT IRI 
GLADSTONE said: 
“Ninety-nine men in every 
hundred in the crowded pro- 
fessions will probably never 
rise above mediocrity because 
the training of the voice is 
entirely neglected and con- 
sidered of no importance.”* 
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SPEAK WELL 





HENRY CLAY said: 
“It is to this early speaking 
practise in the great art of all 
arts, Oratory, that I am in- 
debted for the primary and 
leading impulses that stimu 
lated me forward ™ 











Takes only fifteen minutes a day fora red months! 

All business is done through Speech Perfect your 
speech and you tinerease your earning capacity— 
you double your efficiency 

The man who can speak with ease and confidence 
—WINS! He can 
Close a Sale Deliver an After-dinner Speech 
Address a Board Meeting—- Propose » Toast, or 
Make a Political Speech— Tell a Story Entertainingly 


(Mention this publication) 


Grenville Kleiser’s Correspondence Cuurse in Public 
Speaking and the Development of Mental Powe aad Per- 
sonality is a practical help to every ambitious man 

His success at Yale and other institutions as teacher 
in Public Speaking is well known. 

We are exclusive selling agents for his personal 
Correspondence Course and offer it for a special, low 
price. Write for particulars to-day. 


FUNK & WAGNALLS COMPANY, Dept. M, 44-60 East 23d Street, New York 








of publications published. 


all living expenses; 








NAVY 


IS 


N illustrated monthly magazine, written and pub- 
lished in the service and read monthly by two- 
thirds of the officers and men in the U. S. Navy. 

“OUR NAVY” is the recognized naval organ, and 

has more influence in the service than any combination 


There are more than 70,000 men in the navy to-day 
earning on an average of about $35 per month above 
i a record hard to duplicate in an 
equal number -from civil life. 
an effective medium to réach these men. 


For information address, 


OUR NAVY MAGAZINE 


Naval Training Station 
YERBA, BUENA, CALIFORNIA 
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to various lines I will describe it here 
in connection with automobiles. 

The object of the idea is to get as 
close as possible to the reader—to make 
him feel a personal interest in the ad- 
vertisement—to induce him to write to 
the company. ee ak 

Take a magazine page and divide it 
into two parts. Let one part contain a 
regular display advertisement of the 
automobile appropriately illustrated. 
Make the other part an “Answers to Cor- 
respondents” column in which questions 
relating to motoring subjects would re- 
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ATTLEBORO SHOULD BE ADVER. 
TISED AS JEWELRY CENTER, 


Epwarp J. Cooney. 

No, ATTLEBoRO, Mass., Nov. 15, 1909, 
Editor of Printers’ Ink: 

Your prize offer in the current issue 
of Printers’ Ink should be productive 
of excellent results and I, for one, will 
await the publishing of the suggestions 
received. hile I have never written 
advertisements for very large concerns 
I have always been interested in the 
work and have 
followed a num- 





ber of campaigns 





with much inter- 





Motor Questions 
Answered by 
Experts 
Write us for any in- 
formation you desire 


on the Subject of 
Motoring. 





We will answer in this 


ILLUSTRATION 


est. I like orig- 
inality and feel 
that a man with 
original ideas is 
the man _ who 
should be en- 
gaged to do ad- 
vertising work, 
Undoubtedly 
there is a great 
deal of good 
material in the 








column every month as 
many inquiries as the 
space permits. 


L. B. C.—A road map 
of New York State can 
be secured by writing to 
the secretary of the 
Auto Association. 

. M,— Many motor 
troubles are due to faulty 
lubrication. If you see 
to it that a good grade of 
oil is used you will prob- 
ably have fewer repair 
bills. 

Mortorist—The fast- 
est recorded time ever 
made by an automobile 





The B tunes Motor Car 
for 1910 


has more than 30 horse power; 

does 50 miles an hour, if you want 

it; acts perfectly on the hills-—is 

everything you want in a car in- 

cluding economical up-keep. 
Price, $1,250 

Blanke Motor Car Co., New York 


country that has 
not made itself 
manifest simply 
because the op- 
portunity has 
not become ap- 
parent. 

The two At- 
tleboros have 
been termed, in 
a mild way, the 
“jewelry center 
of merica.” 
Just see the ad- 
vertising possi- 
bility in that one 
phrase of four 
words. I would 








is two miles in 14% min- 
utes. This speed was 
attained by The Blanke 


sections in which you are 
a stranger it is well to 


suggest to one 
greater economy and 0 the large 
higher efficiency. You agencies that 


Motor Car on June 28, 
1909. 

R. F.—The only road 
rules to be obtained in 
printed form are those 
embodied in the laws 
and ordinances of vari- 
ous localities. When 
making a trip through 


secure copies of the laws 
in force and familiarize 
) ourself with therequire- 
ments and limitations. 

Tourist—The latest 
improvement in auto 
construction is the “long 
stroke"’ motor, which 
gives increased power, 


canseethe“‘long stroke” 
motor demonstrated by 
visiting a Blanke Motor 
Car salesroom. 
Auto—You should be 
able to secure an expeti- 
enced chauffeur for about 
a week, including 
board and lodging. 


they send one of 
their best men 
into this field to 
work among the 
manu facturers 
for the purpose 
of organizing a 
fund for pub- 
licity. purposes, 


Within a year 





IDEA FOR MAGAZINE PAGE FOR AUTOMOBILE, 


ceive attention. The proper conduct of 
this column is the keynote of the idea. 
Many of the questions would not call 
for any reference to the auto adver- 
tised, but some of them would furnish 
a legitimate excuse for mentioning it in 
the answers. The column could be 
made highly interesting to anybody in 
any way interested in motoring, so that 
it would actually be looked Foe every 
month. Its value would be greatly in- 
creased by having a well-known auto- 
mobile expert edit the column. 

The little layout accompanying this 
illustrates very roughly the manner in 
which the series could be worked out. 

J. K. Hunt. 


Attleboro has 
launched a 
board of trade 
and its sister 
P town, North At- 
tleboro, is now working along the 
same lines, Here we have two towns 
with an estimated population of over 
26,000 people supported solely by the 
ay industry. In addition to this 
arge population several thousands more 
come in each day from_ Franklin, 
Wrentham, Taunton, Mansfield and Fox- 
boro, Mass., and Pawtucket and Provi- 
dence, R. I., in order that the manufac- 
turers may secure enough help. The 
Attleboros were known throughout the 
country as a jewelry center long before 
any other cities or towns took up its 
manufacture. Some of the more wide- 
awake manufacturers of Attleboro have 
had printed on their stationery, “The 
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jewelry center of America.” Thus the to the most expensive gold, sterling 
slogan belongs to the towns that orig- silver and diamond goods. Therefore, 
inated it. ith the expenditure of a if an agency of standing shouid be 
few thousands of dollars in the right given the disbursement of a sum of 
mediums advertising “the jewelry center money for advertising purposes much 
of America” one can hardly imagine trade that is now being given to other 
the benefits that would accrue to the portions of the country could be di- 
manufacturers in the two towns. The verted to the “jewelry center of Amer- 
jewelry trade magazines are being used ica.” Just to show the possibilities of 
more extensively each year by the manu- the right kind of a campaign it might 
facturers, but many of the advertise- be stated that the manufacturers of the 
ments have no more pulling power than Carmen bracelet shipped over 1,000 
a dead horse. : a day for over two years just through 
One or two of the largest mail-order a small appropriation in the trade 
houses are manufacturing to a certain magazines. Just imagine what could be 
extent but the greater part of the goods done if _ these advertigements had 
they carry is made in the Attle- reached the wearing public and the 
boros. Attleboro and North Attleboro superior features of this bracelet were 
manufacture everything in the line of clearly demonstrated. 
jewelry from the cheapest brass goods Epwarp J. Cooney. 







































Real Economy in 
Impressive Business Stationery 


¥ 

Here’s a bond paper with the impressive snap, crackle, strength, appearance 
and style that give character to business stationery; yet any business can afford 
its use in unlimited quantities, 

It makes stationery to be pp of, stationery that compels attention to your 
letters, that helps business and gets business. And it costs you less in your Sock 
ness stationery than any other bond paper of real character. 

You will find it true economy to have your business stationery produced on 


CONSTRUCTION 







Insist upon this Best at - the. Price It insures you 
Pick and Shovel “Impressive Stationery 
Watermark at a Usable Price” 













BOND 


Construction Bond is unmistakably high-grade. It has the character that im- 
ad correspondents favorably. It costs you Jess in your finished stationery 
because it is sold direct to responsible printers and lithographers instead of thru 
jobbers, and because it is sold and shipped only in quantities of 500 pounds or 
more at a time. 

The saving of the usual jobber’s profit and the saving on expense by handling 
only large lots, are passed on to you, and you secure “Impressive Stationery at a 
Usable Price” if you secure Construction Bond. This is real economy, 


25 Handsome Specimen Letterheads Free 


If you care what it costs you to impress your correspondents favorably, write 
us to-day for these specimens of Construction Bond, showing the various colors, 
finishes and thicknesses obtainable in this truly economical paper. We will also 
send you the names of responsible printers and prey gem in your locality 
who can supply Construction Bond Soconse they are big enough to buy their 
bond papers in economical quantities. Write us to-day on your business letterhead. 


W. E. Wroe & Co., 302 Michigan Boulevard, Chicago 
WORN SE AINA EE SAAN NAIL LENE ARLES ICED STARE 
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Booklets, catalogs and business literature of all kinds may be forwarded for review in this 
Address *“* REVIEW EDITOR,’ 
INK, 12 West 31st Street, New York. 
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The Denver and Rio Grande Railroad 
on the occasion of Mr. Taft's recent 
trip over its line between Denver and 
Salt Lake City printed a schedule of 
the President’s train that was quite out 
of the ordinary. 

From a_ typographical and artistic 
point of view, the booklet had a dig- 
nity and classiness altogether in keeping 
with its primary function as an hour- 


































































ATTRACTIVE COVER. 





to-hour railroad guide for the Chief 
Executive of the nation. The cover was 
handsomely engraved, and on the back 
page appeared the national crest in 
gold and colors. 

Not only were the arriving and de- 
parting times of the Presidential train 
at each station given in easily read 
columns, but special attention was 
called to every point of interest along 
the route, its altitude and its distance 
from Denver were given, and in addi- 
tion in a separate column such facts 
were printed about it as the casual 
traveler would care to know. 

* * 


Pratt & Lambert, Inc., of Buffalo, 
makers of “61” Floor Varnish and 
like products, have put together a 
dainty but at the same time a very 
business-like booklet entitled “The Fin- 
ished Floor,” which they are sending 
out as part of their follow-up matter in 
connection with their magazine adver- 
tising. The booklet is cleverly conceived 
and cleverly executed, ond tells the 














varnish story in a way that ought to 
make a strong appeal to the consumer, 

A distinctive feature is the treatment 
of its first few pages of the booklet, 
The story is there told on the left-hand 
pages, while the right-hand pages are 
used for telling the same story in con- 
densed form in large type. The ty- 
pography and illustrating throughout are 
excellent, all the pictures showing re- 
flections of various objects in the “fin- 
ished”’ floor. 

7 * 

“The Drift of Fashion’ is the title 
of a neat 16-page pamphlet prepared 
by the Kahn Tailoring Company, of 
Indianapolis, for pushing its 1909-10 
styles. This booklet is to be commended 
for its simplicity and the directness with 

which it tells the clothes story. There 
is no waste of words in descriptions of 
the styles shown, the pictures being re- 
lied upon for this purpose entirely. 
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“Shelby Steel Tubes and Their Mak- 
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BEPrKSsErnAG 4 : 
KAHN TAILORING COMPANY 
OF INDIANAPOLIS =. 


SIMPLE BUT EFFECTIVE. 


ing” is the title of a brochure issued 
by the National Steel Company. 
It contains practical discourses on 
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The Bates Manufacturing Co. 


Manufacturers of the ORIGINAL and ONLY 


of Orange, N. 4. Bates Automatic Hand Numbering Machine 


obtain an injunction against The Bates Numbering 
Machine Company of Brooklyn for unfair and mislead- 
ing competition. 

Dealers are warned against selling, as BATES NUM- 
BERING MACHINES, AUTOMATIC HAND 
NUMBERING MACHINES not manufactured by the 
BATES MANUFACTURING CO., ORANGE, N. J. 


The United States Circuit Court for necessary to issue the injunction, of 
the District of New Jersey, at a ses- which the followirg is a copy: 
sion held at Trenton, N. J., on October Tux Paesipent or THE UNITED STaTKs oF 
2, 1909, issued a peremptory injunction at Se se 
ates > (L. 8.) Bares Numperinc MacHine Company, its 
restraining the defendant “from any officers, attorneys, agents, servants and em- 
. , y . ployees, and each and every of them,GreETING: 
further use of the words Bates Num WHEREAS, In'a certain action brought in our United 
pertInG Macuine CoMPany as its cor- States Circuit Court tor the District of New Jersey by 
. the Bates Manufacturing Company as complainant 
porate name, and from using the ex- against you, Bates Numbering Machine Company, as 
pression Bates NuMBertnc MACHINE defendant, it was ordered that a preliminary injunc- 
: 7 fe tion should issue against you, the said Bates Number- 
in connection with the sales of any ing Machine Company; 

: : ‘ . Now, THerKnyvore, We do strictly command and en- 
automatic hand numbering machines not join you, the said Bates Numbering Machine Company, 
of our make, or in connection with the your officers, attorneys, agents, servants and employ- 

A lv ee sal f " ees, and each and every of you, under the penalties that 
offering or advertising for sale of such may fall on you in case of disobedience, that you forth- 
machines. with and until the further order of this Court, desist 

aAc ‘ . ‘ P from any further use of the words “Bates Numbering 

The Injunction is sweeping in char- MachineCompany’’ as your corporate name or as such 
Pees ~ . corporate name any other words which sufficiently re- 

acter. It insures protection to the semble the trade name of the complainant's prodact, 
public and to ourselves. Henceforth to-wit: “Bates Numbering Machine,” as to be: likely 
. to mislead or deceive the public Into thinking or be- 

the public can be assured that auto- Neving that the automatic hand numbering machives 
i 2 ri achi p put out by yon are the product of the complainant. 
matic hand numbering tpi nad offered and from employing or using the expression “Bates 
for sale as Bates NuMBERING Ma- Numbering Machine” in connection with the sales of 

. D condi " , any automatic hand numbering machine not of the 
cuINEs or Bates Automatic NuMBER- complainant’s make, or in connection with the offer- 
1nG MacuINneEs are the genuine product ing or advertising for sale thereof, and that you further 

e . . desist from filling any orders or awards calling for a 
to the perfection of which we have “Bates Numbering Machine” with a machine or ma- 
iv y years intelli t ie chines of other make than that of the complainant or 
ee anne, coon of intelligént, patient from seeking to induce prorpective purchasers to 
effort. If our machine were not of change orders, proposals avd awards calling for a 
‘ : : : “Bat hine”’ 80 as to describe or spe- 
high quality and efficiency, it would not Sey chicane in taeclioas it other make from that of 
be imitated—failures do not breed vol- the complainant, without at the same time clearly and 
pe ‘ unmistakably informing such purchaser that the ma- 
untary imitation. .If the words, BATES chines made by yon are not those made by the “Bates 
Vu C. : a: Manufacturing Company,’ and that such company 
NUMBERING MACHINE did not signify and not you began to advertise and for many vears ex- 
the perfection of mechanical excellence clusively advertised said machines by the trade name, 
ia the eves of tt li . : “Bates Numbering Machine.” 
n the eyes of the public—if they were Witness the honorable Melville W. Fuller, Chief 
not representati S' i Justice of the United States, at the City of Trenton, 
: y n tative of hone ty, iat d merit, this fifth day of October, in the year of our Lord one 
the infringement would never have re- thousand nine hundred aud nine. . nam 
. i = H, D. Oxresant, C 

sulted and it would never have been Dros HoLpEN, EsqQ., Solicitor jor Complainant. 


We object to no competition that is fair. We do object to any 
concern trading upon our name and reputation and endeavoring to. make 
the public believe that it is buying genuine Bates Numbering Machines 
when they are not made by us. 


A Complete Copy of this decision will be mailed to anyone on request 


BATES MANUFACTURING CO., ORANGE, N. J. 


New York Office, 10 Fifth Avenue 
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Printed Things 


Booklets, catalogs and business literature of all kinds may be forwarded for review in this 
Address *“* REVIEW EDITOR,” 
INK, 12 West 31st Street, New York. 
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The Denver and Rio Grande Railroad 
on the occasion of Mr. Taft’s recent 
trip over its line between Denver and 
Salt Lake City printed a schedule of 
the President’s train that was quite out 
of the ordinary. 

From a_ typographical and artistic 
point of view, the booklet had a dig- 
nity and classiness altogether in keeping 
with its primary function as an hour- 


ATTRACTIVE COVER. 


to-hour railroad guide for the Chief 
Executive of the nation. The cover was 
handsomely engraved, and on the back 
page appeared the national crest in 
gold and colors. 

Not only were the arriving and de- 
parting times of the Presidential train 
at each station given in easily read 
columns, but special attention was 
called to every point of interest along 
the route, its altitude and its distance 
from Denver were given, and in addi- 
tion in a separate column such facts 
were printed about it as the casual 
traveler would care to know. 

* * * 


Pratt & Lambert, Inc., of Buffalo, 
makers of “61” Floor Varnish and 
like products, have put together a 
dainty but at the same time a very 
business-like booklet entitled ‘“‘The Fin- 
ished Floor,” which they are sending 
out as part of their follow-up matter in 
connection with their magazine adver- 
tising. The booklet is cleverly conceived 
and cleverly executed, ond tells the 


varnish story in a way that ought to 
make a strong appeal to the consumer, 

A distinctive feature is the treatment 
of its first few pages of the booklet. 
The story is there told on the left-hand 
pages, while the right-hand pages are 
used for telling the same story in con- 
densed form in large type. The ty- 
pography and illustrating throughout are 
excellent, all the pictures showing re- 
flections of various objects in the “fin- 
ished” floor. 

. * 

“The Drift of Fashion” is the title 
of a neat 16-page pamphlet prepared 
by the Kahn Tailoring Company, of 
Indianapolis, for pushing its 1909-10 
styles. This booklet is to be commended 
for its simplicity and the directness with 
which it tells the clothes story. There 
is no waste of words in descriptions of 
the styles shown, the pictures being re- 
lied upon for this purpose entirely, 
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“Shelby Steel Tubes and Their Mak- 


KAHN TAILORING COMPANY 
OF INDIANAPOLIS” - 


SIMPLE BUT EFFECTIVE. 


ing” is the title of a brochure issued 
by_the National Steel Company. 
It contains practical discourses on 
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The Bates Manufacturing Co. 


of Orange, N. J. Bictsuttace tiaed Nombering Machine 
obtain an injunction against The Bates Numbering 
Machine Company of Brooklyn for unfair and mislead- 
ing competition. 

Dealers are warned against selling, as BATES NUM- 
BERING MACHINES, AUTOMATIC HAND 
NUMBERING MACHINES not manufactured by the 
BATES MANUFACTURING CO., ORANGE, N. J. 


The United States Circuit Court for 
the District of New Jersey, at a ses- 
sion held at Trenton, N. J., on October 
2, 1909, issued a peremptory injunction 
restraining the defendant “from any 
further use of the words Bates Num- 
pertInc MACHINE CoMPANY as its cor- 
porate name, and from using the ex- 
pression Bares NuMBERING MACHINE 
in connection with the sales of any 
automatic hand numbering machines not 
of our make, or in connection with the 
offering or advertising for sale of such 
machines. 

The injunction is sweeping in char- 
acter. It insures protection to the 
public and to ourselves. Henceforth 
the public can be assured that auto- 
matic hand numbering machines offered 
for sale as Bates NumBertnc Ma- 
cuHInEs or Bates Automatic NuMBER- 
1nG MacuINnEs are the genuine product, 
to the perfection of which we have 
given many years of intelligént, patient 
effort. If our machine were not of 
high quality and efficiency, it would not 
be imitated—failures do not breed vol- 
untary imitation. .If the words, Bates 
NumBertnG Macuine did not signify 
the perfection of mechanical excellence 
in the eyes of the public—if they were 
not representative of honesty and merit, 
the infringement would never have re- 
sulted and it would never have been 


We object to no competition that is fair. 


necessary to issue the injunction, of 
which the followirg is a copy: 


THe PRESIDENT OF THE UNITED STaTKS OF 
AMERICA TO 

(L. 8.) Bares NumMBertne MACHINE Company, its 

officers, attorneys, agents, servants and em- 

ployees, and each and every of them,GrerTine: 

WHEREAS, In) acertain action brought in our United 
States Circuit Court tor the District of New Jersey by 
the Bates Manufacturing Company as complainant 
axainst you, Bates Numbering Machine Company, as 
defendant, it was ordered that a preliminary injune- 
tion should issue against you, the said Bates Number- 
ing Machine Company; 

Now, THEREFORE, We do strictly command and en- 
join you, the said Bates Numbering Machine Company, 
your officers, attorneys, agents, servants and employ- 
ees, and each and every of you, under the penalties that 
may fall on you in case of disobedience, that you forth- 
with and until the further order of this Court, desist 
from any further use of the words “Bates Numbering 
MachineCompany’’ as your corporate name or as such 
corporate name any other words which sufficiently re- 
semble the trade name of the complainant’s product, 
to-wit: “Bates Numbering Machine,” as to be likely 
to mislead or deceive the public Into thinking or be- 
HMeving that the automatic hand numbering machives 
put out by you are the product of the complainant, 
and from employing or using the expression “Bates 
Numbering Machine’’ in connection with the sales of 
any automatic hand numbering machine not of the 
complainant’s make, or in connection with the offer- 
ing oradvertising for sale thereof, and that you further 
desist from filling any orders or awards calling for a 
“Bates Numbering Machine” with a machine or ma- 
chines of other make than that of the complainant or 
from seeking to induce prospective purchasers to 
change orders, proposals and awards calling for a 
‘Bates Numbering Machine’”’ 80 as to describe or #pe- 
cify a machine or machines of other make from that of 
the complainant, without at the same time clearly and 
unmistakably informing such purchaser that the ma- 
chines made by you are not those made by the “Bates 
Manufacturing Company,’’ and that such company 
and not you began to advertise and for many years ex- 
clusively advertised said machines by the trade name, 
**Bates Numbering Machine.” 

Witness the honorable Melville W. Fuller, Chief 
Justice of the United States, at the City of Trenton, 
this fifth day of October, in the year of our Lord one 
thousand nine hundred and nine. 

H, D. OvipHant, Clerk, 

Dr.os Ho.pEn, Esq., Solicitor jor Complainant. 


We do object to any 


concern trading upon our name and reputation and endeavoring to. make 
the public believe that it is buying genuine Bates Numbering Machines 


when they are not made by us. 


A Complete Copy of this decision will be mailed to anyone on request 


BATES MANUFACTURING CO., ORANGE, N. J. 


New York Office, 10 Fifth Avenue 
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Aovenrisinc Pesutrs 
Macazine 


SEND FOR FREE SAMPLE COPY 
Nothing Like It Ever Published 
This magazine supplies just the information you 
are looking for. It gets right down to business 
and gives the actual facts and figures of Advertis 
ing Results from hundreds of advertising cam- 
paigns,—most all of the prominent campaigns 
that have appeared during the last five years are 
recorded in its paves. 10¢, a eopy; $1.00 per year. 


Don’t Fail to Send For a Free Sam- 
ple Copy To-day. 
ADVERTISING RESULTS MAGAZINE 
Suite 36, 70 Fifth Ave., New York 














To the Man Who Adver- 
tises, Circularizes or Sells 
Through Agents. 








Do you advertise—with poor results? 
Circularize—with poor results? 
Employ agents—with poor results? 

50, what is wrong? 

he question is answered by a five 
thousand word article from the pen 
of one of the greatest business spe- 
cialists in the country, entitled: 


THE SELLING FORCE 


AN D=— 
THE SELLING FARCE 


It’s a MESSAGE to business men 
preventing the prodigal waste of 
good money, and giving the selling 
secret, 

Application of the principles ex- 
lained in this brochure will turn 
oss to profit, and small profits to 
large. | limited edition set aside 
exclusively for Printers’ Inx read- 
ers. Mention Painters’ Ink and 
a copy is yours without expense or 
obligation. 


THE BUSINESS DEVELOPMENT 
COMPANY OF AMERICA. 
119 Nassau St. 





New York 











where these tubes are made and how 
they are used and is illustrated by spe. 
cial photographic views. It is a ve 
attractive booklet, but from the read. 
er’s viewpoint, it has been spoiled by 
age | the text matter in light green 
ink, which detracts very greatly from 
the ease with which it may be read, 

Nevertheless, the pictures are all in. 
teresting and tinely printed, so that 
even if the text is passed over, the 
tubes still receive some very effective 
advertising. 

* * 

The conception of advertising as 
printed salesmanship is ingeniously car- 
ried out in a 86-page booklet put out 


PICTORIAL DEMONSTRATION. 


by the Remington Typewriter Company 
to explain the advantages of its “model 
11 with Wahl adding and subtracting 
attachment.” The booklet consists of 
a series of fine half-tones, each cover- 
ing an entire page, showing “Miss 
Remington”—a mighty pretty young 
woman, by the way—seated at the ma- 
chine. In successive pictures she points 
out its various strong features, while on 
the opposite page, set in a white panel 
against the solid grey half-tone, is the 
explanatory talk which the young wom- 
an is +, to give. 

It’s all very real, very clear and 
very direct, and the circumstance that 
“Miss Remington” is extremely “fetch- 
ing” herself doesn’t make the pulling 
ower of this unusual bit of advertising 
iterature any the less. 


The gentle art of locality “boosting” 
has been taken up within the last few 
ears in every part of the country. The 
atest community to heard from in 
this line is Eustis, Fla., which, ac- 
cording to “Twenty-four pages of 
Eustis,” just sent out by the Boost 
Club and Board of Trade of that en- 
terprising place, is an ideal winter resort 
in the land of oranges and flowers. | 
The booklet has a cover appropri- 
ately made to represent alligator skin, 
with an alluring moonlight picture of 
a Florida coast scene set in a panel 
on the front. There are many illus- 
trations of the sort that ought to in- 
terest both the sportsman and _ the 
casual recreation seeker and the final 
command, “Come to Eustis,” printed 
on the back cover, would be almost im- 
possible to resist, provided one had the 
rice. The printing is by the Trow 
ress, of New York, 
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These Premiums 
Get Subscriptions 


and get them quickly, because they are practical and 
useful, a real necessity to every man, or every house- 
wife. 

Increase your circulation with Hamilton pre- 
miums, as hundreds of other publishers have increased 
their lists of 


Paid In Advance Subscribers 


Back of every article we sell is the Hamilton 
Quality Guarantee. Every premium your subscrib- 
ers get will make good. 


Look at the low Cost of these Premiums 


These premiums cost you two-thirds less than the 
price of their equals at retail—and they never fail to 
get the subscription and the money. 


THE HAMILTON Patent Guaranteed TENSION SPRING SHEARS 


have a Five Years Guarantee, to 
replace with a new pair, if, 
through any fault of material or : 
pao myer they — — . — fp. 
within that peri e of the ner, = < 
best material, heavy nickel- — os 
plated, self- sharpening. 8 inches long. Send 29 centsin “=="~—— 
stamps for sample pair. Your money back if they aren’tall we claim. 





THE HAMILTON GUARANTEED 
SAFETY RAZOR 


A necessity for - 


THE HAMILTON ANTOMATES gts 
SPRING EGG BEATER, CREAM WHIP 
AND D MAYONNAISE MIXER. 
















The latest labor saving 
device for the Kitchen. No 
wheels, cranks or cogs to 


Every get out of order. Simple, 
Wise sanitary and durable. You 
House- just push the handle, the 
Wife Beater does the rest. Oper- 
W. ated with one hand only. 
ants Will beat eggs, whip cream, 
This or mix mayonnaise dress- 
When ing in half the time taken 
Sh by other beaters and with 
ie far less exertion. 
Sees Costs you 28c. from us— 
It three times that sum in a 


retail store. Send 28c. in 
stamps for asample. Money 
back if not all we claim. 


All these articles are ked in individ- 


ual boxes, ready for mailing or to hand to 
your new subscribers in person. They are 
top notch circulation builders. You can’t 
find premiums of such quality and pulling 
Write at anywhere near their low cost. 

ite a. now for full particulars and 


every man who 
ae caren 

t wi TWN 
highly tempered re- UII 
inforced blades which 
will split the finest or 
the coarsest hair. 





4 ful te 


Always cuts. Never um will 
pulls. Easily cleaned. 
Nothing to adjust — appeal to 
nothing to get out of every 
= Gu tone sani- man 
ry. Only two parts— 
blade and holder. No who 
betterSafety Razorsold shaves 
at any price—to prove himself 


it we give a five years 

guarantee with each. Send 29c. in stamps 
for sample. Money back ifnot all weclaim. 
a cost at least a dollar in a retail 
store 


HAMILTON SILVER Co. 
18 West 27th Street, NEW YORK 
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Mim, NCE there was an Advertising 

ie Manager who, among his 

other duties, had to get out 

an ad every month for the 

Magazines. The concern for 

whom he kept things moving, 

only spent a few Paltry Thou- 

sands in Putting It Before 

The Public, so it wasn’t very 
important. 

Consequently the Main cheese in the Advertising 
Office never got around to this detail until about 
four days before closing date. He couldn’t im- 
agine being so Supremely Ridiculous as to order 
six months ahead. He would Hoot at the Idea. 


But at the last minute he would call in the Art- 
ist, the Copy Man and the Engraver and tell them 
what they must do. The Artist being no relation 
to Joshua was unable to prevail upon the sun to 
kindly remain Stationary while he finished the 
drawing, so he had to sit up all night. The En- 
graver turned a triple Somersault, the Copy Man 
threw a couple of fits. Everyone was worried to 
death. They got the ad out on time. 


But the Advertising Manager didn’t like it Par- 
ticularly, he didn’t think it was up to the Stand- 
ard of some of the other advertisements. 


Moral:—ALLOW FIVE DAYS. 


THE ETHRIDGE COMPANY 


ARTISTS — COPY WRITERS — ENGRAVERS — PRINTERS 
DAY AND NIGHT ART STAFFS 


Telephones : 1 ‘sat Stuyvesant 


41 Union Square, New York City 
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COMMERCIAL ART 


Advertisements offered for criticism in this department may be 
addressed direct to Mr. Ethridge at 41 Union Square, New York 


By GEORGE ETHRIDGE 




















The Egry Register may be an 
excellent device with which to 
fight unsatisfactory business con- 
ditions, but in the picture in ad- 
yertisement marked No. 1 it 
seems to stand a pretty slim 
chance floating around in the air 
and surrounded by murderous- 
looking battle ships. 

The illustration is not only un- 
satisfactory from an artistic point 
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No. 1, 


of view, but does not represent a 
particularly happy thought. The 
unfavorable conditions which the 
Egry Register is supposed to 
overcome are better represented by 
pictures more closely related to 
the subject, as exemplified in il- 
lustration marked No. 2. 
a * * 


The advertising of Durkee’s 
Salad Dressing wobbles a good 
deal, and never seems to hit upon 
any settled policy of a satisfac- 


tory nature. There always seems 
to be something about it which 
would have been better if it were 
left out—sometimes one thing and 
sometimes another. 

In the advertisement reproduced 
on the next page the coal scuttle 
armor and surrounding scroll- 
work seem to be of_no particular 
value, and the same may be said 
of the figures appearing on either 
side of the copy. 


Fight them with an 


FGRY . 


REGISTER 


i} NEST 
EMPLOYEES 


LOST TIME 





‘ 


“ INACCURACY 





No, 2. 


This particular advertisement 
exploits beet and Spanish onion 
salad dressing—presumably the 
gentleman at the left represents 
the Spaniard and the man at the 
right the beet. 

This would have been a much 
better advertisement if all these 
extraneous matters had been left 
out, and the dish of salad and the 
bottle had been made the sole il- 
lustrative features—unless the pic- 
ture had included some scene 
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Beet ¢Spanisd Mnion Salad 


Cut into slices, then into strips, two [ual 
ed beets, slice a medium-sized Span- 
onion and quarter and separate the 

Giprions. If convenient add as much 

y thie colery 20 you have onion, hell 0 
{ cape 





salt, and whiee pay pepper; mix, then over 
all add . 


Durkee’s Salad Dressing 


Deriee’y Salad ce « semaln tions Gover, de chety to 

sone tee Oe Uimporied by curveives) pusseweed by 
— See a4 Prose 
ene tetra ci tm 


BB DURKEE © CO_ 624 Wesbingtos %. Hew Tort City, BT. 











connected with the use of salad 


dressing. 
* * 


If it were true that a massive 
box. of Toasted Corn Flakes had 
been carried into darkest Africa 
by half-naked savages and had 
been welcomed with joy by the 
greatest living sportsman, the nat- 
ural question would be— What 
of it? 

But, of course, the picture is 
not to be taken seriously—it sim- 





ply drags in Col. Roosevelt as an 
advertising asset, and displays 
him in a most ridiculous manner, 

There seems to be a settled 
conviction on the part of adverts. 
ing men that the day of foolish- 
ness in food advertising is past, 
Such examples as this prove that 
it is passing. altogether too slowly, 


Among the food aiiaiaall which 
are consistently and regularly ad- 
vertised, Educator Crackers seem 


to follow a well-defined plan’ 


which may safely be presumed to 
be effective. 

The advertisement reproduced 
here is typical. The picture of 


Free and Postpaid 


Seiad ot Ser het Feeatit ih Beeman 0 
m The 


the crackers themselves always 
appears in some form or other, 
and almost invariably presents an 
attractive appearance. 

The chief merit of Educator 
advertising is, however, that it is 
quite worthy of its name. It tells 
all about the goods in a simple 
and convincing manner, free from 
exaggeration. It is good, sensi- 
ble advertising, and it is encour- 
aging to believe that it produces 
excellent results. 

ee < S 

Burgess, Lang & Co. are using a few 
apers in New land to advertise the 
ond issue of the ‘Coa Textile Ware- 


houses. Orders are sent through the 
Boston News Bureau. 


ode @ tae wHcewo 


—e oOo 
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BRIOOKLYN ADVERTISING 
COURSE. 


An interesting advertising course will 
be conducted by the educational de- 
— of the Bedford branch of the 

01 Men’s Christian Association. 
The frst lecture will dwell upon ‘“‘Ad- 
vertising as a Profession.” During the 
past four years many of the best-known 
advertising men in New York have lec- 
tured in this course, which is super- 
vised Guy L. Harrington. The list 
of speakers and topics follows: 

Nov. 9—Opening night, ‘‘Advertis- 
ing ag a Profession,” Herbert F. Gunni- 
son, business manager Brooklyn Daily 
Eagle, and Frank Presbrey, president 
Frank Presbrey Advertising omeany.. 

Nov. 16—‘‘Advertising—A Brief His- 

. L. Harrington. 

Ae, Copy of Par- 
amount Importance,” Rhey T. Snod- 
grass, N. W. Ayer & Sons, advertising 
agents, Philadelphia, Pa. 2 

Nov, 30—“Studying Human Nature, 
Charles F. Southard, advertising man- 
ager A. D. Matthews’ Sons, Brooklyn. 

Dec. 7—‘‘Finding the ae | Points 
of an Advertising Product,’ Rhey T. 
Snodgrass. ‘ 

Be ee in Advertising,” 
Benjamin ‘T. utterworth, Brooklyn 

ily Eagle. 7 

Jan. 4—‘‘Beauty and Attractiveness 
in’ Advertising,” J. Clyde Oswald, edi- 
tor American Printer, New York. | 

Jan. 11—‘‘Type,” a representative 
from the American Founders Company. 

Jan, 18—‘Cuts,” Anthony Fiala, ad- 
vertising manager Realty Trust, New 
York. 4 

Jan. 25—‘‘Salesmanship in Advertis- 
ing,” H. D. Wilson, advertising manager 
Cosmopolitan Magazine. : 

Feb. 1—‘‘Newspapers,”’ Don C. Seitz, 
business manager New York World. 

Feb. 8—‘‘Magazines,” James Rodgers, 
advertising manager Harper & Bros., 
New York. A 

Feb. 15—“Street-car tenn J. 
K, Fraser, advertising director Street 
Railways Advertising Company, 


ork. 

March 1—‘“‘Outdoor Advertising,” H. 
J. Mahin, O. J. Gude, New York. 

March 8—“‘Advertising Novelties,” E. 
H. Taylor, Jr., E. W. French Company, 
New York; “Booklets, Folders,” etc., 
G. L, Harrington. iene 

March 15—‘“‘General Advertising, 

eorge H. Perry, advertising manager 
Siegel-Cooper Company. =o. 

March 22—‘Retail Advertising; the 
Small Store,” Manuel Rivera, president 
Flatbush News Publishing Company. 

March 29—*‘Retail Advertising: the 
Department Store,’ Walter Hammit, ad- 
vertising manager Frederick Loeser & Co. 

April 5—“Mail-order Advertising,” G. 
L, Harrington. os - 

April 12—‘‘The Advertising Agency, 
the president of a large advertising 
agency, New York. . 
_ April 19—Positions in the Advertis- 
ing Field,” Frank L. Blanchard, A.B. 

—— ++ — 
The Bronx Local has appointed 


Eee h Hollander, formerly of the New 
ork Journal, business manager. 


New 


FAMOUS WRITER TELLS OF 
FARM CONDITIONS. 


_ William E, Curtis, the famous spe- 
cial correspondent of the Chicago Rec- 
ord-Herald, wrote October 22nd a 
Stronger article on the growing pros- 
perity of the farming district than has 
probably ever appeared in Printers’ 
NK or elsewhere. He says the intro- 
duction of automobiles, like the tele- 
phone, the rural delivery and other 
modern conveniences, is making the 
farmer’s life worth living. He tells in 
his travels in farming ‘sections how 
electricity was being used on the farm 
for every purpose from doing dishwash- 
ing, ironing, churning the cream and 
thrashing. He Says that in one place 
he visited he found that 30 per cent 
of the farmers had phonographs and 
10 per cent automobiles. 


LL 
CO-OPERATIVE TEXAS ADVER- 
TISING. 


The Missouri, Kansas & Texas Rail- 
way and the Publicity League of San 
Antonio have signed a co-operative con- 
tract to advertise San Antonio durin 
the winter in the Chicago Record- 
Herald, St. Louis Republic, Minneap- 
olis Journal, Kansas City Journal and 

s Moines Register-Leader. Simalar 
contracts are expected to be signed be- 
tween the Publicity League and rail- 
road shortly, 


INSURANCE ADVERTISING TO 
FARMERS SUCCEEDS. 


Charles A. Moore, the Topeka agent 
of the Equitable Life Insurance Com- 
pany who recently used the Farmers 
Mail and Breeze to advertise insurance 
to Kansas farmers, says: ‘We have 
received twenty-eight direct inquiries 
from this ad, and as a direct result 
therefrom we have written $13,500 
insurance with premiums amounting to 
$671.99, and have as yet been able to 
see only about one-half of the in- 
quirers.’ 

——+0 > 


THE CHIEF CORN STATES. 


The corn statistics for the year have 
just recently been completed by the 
government. They show an increase 
over last year of over one hundred 
million bushels. The total is 2,767,- 
316,000. 

The following states lead: 
State. 1909. 
Illinois $66,395,000 
Iowa 294,210,000 
Missouri . 215,028,000 
Nebraska . 196,565,000 
Indiana 196,520,000 
Kansas 155,419,000 


1908. 
298,620,000 
287,456,000 
203,634,000 
205,767,000 
137,835,000 
156,200,000 


0 
Clarence H. Poe, editor of the Pro- 
gressive Farmer and Southern Farm 


made an address before the 


Gasette, 
Congress on a 


Southern Commercial ; 
program of farm progress, which has 
been printed in booklet form. Mr. Poe 
shows that increasing numbers of 
Southern farmers have $500 a year 
more income. 





PRINTERS’ INK 














Classified Advertisements 











Classified advertisements in ‘Printers’ Ink” cost twenty cents an agate 
line for each insertion, $10.40 a line per year. 
be deducted if payment accompanies copy and order for insertion and ten 
per cent on yearly contract paid wholly in advance. 
time insertion accepted for less than one dollar. 


Five per cent discount may 


No order for one 

















ADVERTISING AGENCIES 





,ARLOW ADVERTISING AGENCY, 
Omaha, Neb. Newspapers and Magazines. 





W. KASTOR & SONS ADVERTISING 
¢ , CO., Laclede Building, St. Louis, Mo. 





FN ispnasetal FRANK & CO., 25 Broad St., N.Y. 
General Advertising Agents. Established 
1872. Chicago, Boston, Philadelphia. Advertis- 
ing of all kinds placed in every part of the worid 





R. H. Macy & Co. 


advertising in 


Cuba & Porto Rico 


through The 
Beers Advertising Agency 
of Havana, Cul 


New York Office: 66 Beaver St.. 
Room 801, Geo. W. Dwyer, Rep. 





OST—THE TRADE OF TEN MILLION 

consumers by not advertising In foreign 
language "newspapers published in the United 
States. Try this combination— Ten weekly 
papers, nine languages, circulation 600,000. 
Our price $40 per inch for one month which in- 
cludes four insertions in each paper. SUCCESS 
ADVERTISING AGENCY, Metropolitan 
Building, New York 








ADVERTISING MEDIA 


HE Ladies’ Home Fournal, is the greatest 
advertising medium in the world. 








HE Siturday Evening Post covers every State 
and Territory 





THE Philadelphia Financial Bulletin reaches 
the investing public in the United States. 





Ta Textile Manufacturer, Charlotte, N. C., 
leading textile pubiication South. Circula- 
tion increased 604% past year. 





THE BLACK Chicago-New York-Pittsburg, for 
years the coal trades’ leading 


2 
DIAMOND journal. Write for rates. 


HE circulation ot the New York World, 

morning edition, exceeds that of any other 
morning newspaper in America by more than 
150,000 copies per day 








HE Evening News Dalhart, Texas, covers 

the Panhandle of [Texas like the sand storms 
im early spring. Circulation increased 460 in 
October. 





AD WRITERS 
ee iia. USS tay Ti 
For quicker returns }°*..".., 
WM. D. KEMPTON, 100 W. 76th Street. N.Y, 
G2 straight at your prospects through letters 
I'ma letter specialist and know how to word 
themto win. I merely want to work for afew 
strong firms who are willing to depend on truth 
telling to do their selling. JED SCARBORO, 

657. Halsey St , Brooklyn, N.Y. 





Get the Business 


Use attractive folders, booklets, catalogs and 
forceful sales getting letters My connections 
enable me to supply original, high-grade matter 
including the writing, at moderate prices 
Sketches and dummies submitted. Send along 
your data 

E. EUGENE TAYLOR, Advertising Specialist, 
Room 414-15 Commonwealth Bidg., Philadelphia 


BUSINESS OPPORTUNITY 


Do You Want to 


Come to 
California > 


Are you a good Advertis- 
ing Man? 








Are you a Business Man 
that has and can make good? 


Have you $2,500 to $5,000 
to invest in the stock of a 
California Newspaper Pub- 
lishing Business and Job 
Printing Plant providing you 
can secure an active working 
interest in. same? 


Will only consider a worker 
and producer—mere investors 
not wanted. 


If this about fits your case 
address “M. K.,” Printers’ 
Ink. 





















H 
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ELECTROTYPES 

—— 

LECTROTYPES made to order for all uses; 

also drawings and engravings. Modern facilii- 
ties; long experience; good cuts, low prices. 
(Gur patents, “Ideal” for metal bases, and 
«Twin Base "’ for interchangeable tops, are the 
best on the market. ‘Trial orders solicited 
wM. T. BARNUM & CO., New Haven, Conn. 





















ENGRAVING 











ERFECT copper half-tones, 1 col.. $1; larger 
lc. per in. THE YOUNGSTOWN ARC 
ENGRAVING CO., Youngstown Ohio 













KiTAB ENGRAVING CO, (Inc.), 401 Latay- 
ette St., New York, makers of half-tone, 
color, line plates. Prompt and careful service. 
Illustrating. TELEPHONE: 1664 SPRING, 
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POSITIONS NOW OPEN—Advg. solicitors, 

©., $20-25; Ill. $5; South (two), $30; Minn., 
$25-30; Ct., $25; N.Y. $30. Business Mgrs., N. 
J., $30-40 ; Pa., $25. Circulation mgrs., O. (five), 
$15 to $30; Ia. (mail orders), $25; Ct., $25-30; N. 
Y. (trade journal), $25-30 Editors, Ill. (trade 
journal), $25; N. Y., $25; Ct., $35. Ad-writers 
and designers, South (two), $25-35. Photo-re- 
toucher, N.Y., $22. Also for reporters, subscrip- 
tion canvassers, linotype operators, etc. Booklet 
free. No branch offices. Established 1898. 
FERNALD’S NEWSPAPER MEN’S EX- 
CHANGE, Springtield, Mass. 








MANUFACTURER of well known advertised 

article wants young man of ofiginal ideas 
to write advertising copy, booklets, folders, 
show cards, etc., and with good taste in print- 
ing and illustrating. Good chance. State age, 
experience, salary expected and give re- 
a. Address, ““DRAWER S," Toledo, 

io. 











HELP WANTED 











ROMOTERS for special editions, fine prop- 
osition. Bond required. Benedictine Press, 
Portland, Oregon. 













ANTED—Circulation Manager by Boston 

publication now circulating 40,000 copies 
monthly. Young man preferred. Salary $1200 
to start, increase immediately. “P. R.,’’ care of 
Printers’ Ink. 













JAN TED.— Copy Man with agency experi- 
ence, capable: f handiing Agricultural prop- 
ositions. State age, experience and salary 
wanted. Address, CANADIAN,” care of 
Printers’ Ink, New York. 














EWSPAPERMAN, German and Catholic, 

thoroughly acquainted with Cincinnati and 
vicinity, wanted io push the Cincinnati edition of 
the Herold des Glaubens. Must have experience 
and standing. Address, L. BLANKEMEIER, 
Temple Building, St. Louis, Missouri. 


Artist Wanted 


Man capable of handling figure and mechanical 
illustrating in any medium, Must have a know- 
ledge of Ross board illustrating. An excellent 
and permanent position is open to the man who 
can prove himselt efficient, reliable, and capable 
of turning out good work. Box 333, Printers’ Ink. 


Wanted—New York advertis- 
ing representative on an excellent 
outing magazine. Salary $2000 
to start, increase March Ist. 
“C. B.,” care of Printers’ Ink. 
































EXCLUSIVE services of first-class advertis- 

ing solicitor to represent long established 
eastern monthly publication in Chicago and im- 
mediate west. Must be man of strong person- 
ality, experience, integrity, energy, resource; 
with good record as business getter and able to 
show results from start. Unusual opportunity 
for right man ; good salary to begin and advance- 
ment as ability proves. Magazine leader of its 











class, big puller, fine talking proposition. Ad- 
dress, Box 114, care of Printers’ Ink. 





Advertising Specialist 


To write advertising matter for a prominent 
product; experienced in accessory division 
of automobile industry ; acquainted with 
New York printers and printing business. 
Must be free to devote entire services. No 
reasonable salary limit to the right man. 
Box 311, care of Printers’ Ink. 





















MISCELLANEOUS WANTS 





LERKS and others with common school ed- 

ucation can qualify by my system of corres- 
pondence instruction to fill advertising positions 
$1,200 year up; elegant prospectus and advice 
free. GEORGE H. POWELL, 1355 Metropol- 
itan Annex, New York. 





OUNG MEN AND WOMEN ot apility who 

seek positions as adwritersand ad managers 
should use the classified columns of PRINTERS’ 
Ink, the business journal for advertisers, pub- 
lished weekly at 12 West Slst St., New York. 
Such advertisements will be inserted at 20 cents 
a line, six words tothe line. PRINTERS’ INK is 
the best school for advertisers, and it reaches 
every week more employing advertisers than 
any other publication in the United States. 





POSITIONS WANTED 





Akt MANAGER— Young man (31), 
wants position as art manager. Has had 
At present manager of 


12 years’ experience. 
Address, “D. S.,”’ care 


photo-engraving plant. 
of Printers’ Ink. 





GEMSRAL ADVERTISING MAN, experienced 
in newspaper, general magazine and trade 
paper advertising, desires change. Salary $30. 
References Al. At present employed. Address 
“BUSINESS ABILITY,” care Printers’ Ink. 





EWSPAPER ADVERTISING MANAGER 
(35) now Adv. Mgr. $2,000,000 Department 
Store, desires to engage with live store or pro- 
ressive newspaper. 12 yrs experience, Address 
“AMBITIOUS,” care of Printers’ Ink, 








8&4 PRINTERS’ INK 


PUBLISHING BUSINESS OPPORTUNITY 


ADVERTISING FOOD AND MEDICINAL 
PRODUCTS is my specialty—based on 
oy knowledge of medicine and pharmacy. 

write booklets and letters for leading con- 
cerns; my copy is classy, readable and convinc- 
ing. Address, “DOCTOR,” care Printers’ Ink. 





OUNG MAN, 26, WITH EXCELLENT 

RECORD in advertising agency office work, 
desires a chance to demonstrate his — 
in the soliciting field. Endowed with suff- 
cient brain matter, judgment and address to 
— good. Address “R. J. O.,"’ care Printers’ 
nk. 





SUCCESSFUL BUSINESS AND ADVER- 

TISING MANAGER desires new connec- 
tions, present position 10 years, higest references. 
Original ideas, good executive ability and capa- 
ble of taking entire charge. Age 34—married 
Newspapers, Magazines and Trade Journals de- 
siring a good live Chicago representative please 
write. “H. F. K.,"’ care of Printers’ Ink. 








PRESS CLIPPINGS 





ANHATTAN Press Clipping Bureau, 
Arthur Cassot, Prop., supplies the best 
service of clippings from all papers, on an 
trade and industry. Write for terms, 334 Fift 
Ave., New York City. 








PRINTING 





OU share with us the economy of our loca- 

tion. Our facilities insure perfect work. 
Prompt estimates on letter-heads, factory forms 
and booklets in large quantities. THE BOUL- 
TON PRESS, drawer 98, Cuba, N. Y. 





ENERAL PRINTING, CATALOGUE and 
BOOKLET WORK. — Unusual facilities 
for large orders—monotype and linotype ma- 
chines—large hand composing room, four- 
color rotary, cylinder, perfecting, job and 
embossing presses, etc. Original ideas, good 
workmanship, economy, promptness. Op- 
portunity to estimate solicited. 
WINTHROP PRESS, 419 Lafayette St., N. Y 








PATENTS 





PATENTS that PROTECT 
Our 8 books for inventors mailed on receipt 
of 6 cts. stamps. R. 8. & A. B. LACEY, 
Washington, D.C. Established 1869. 

















RUBBER STAMPS 





RUBBER STAMP FREE. GENUINE 
PNEUMATIC. (Look for the cells in the 
One line—whatever you want within 
two inches, No autographs. Business men will 
request on own letterheads. Others send 25 
cents. No attention given postals. PNEUMA- 
rIC STAMP CO., Dept. P.1I., Binghamton, 
New York. 


cushion.) 





$150,000 Buys _ 
Fine Publishing 


Business 


A fine old trade journal 
business, which enjoys the 
highest reputation in its field 
can probably be bought on 
account of owners’ desire to 
retire after nearly forty years’ 
connection with the business, 

A 10 per cent basis would 
probably be necessary, owing 
to the high standing and stra- 
tegic position of the business, 
Technical in character in 
great field with good pros. 
pects for aggressive men who 
have capital and publishing 
ability. Principals only. 


HARRIS-DIBBLE COMPANY 


Brokers in Publishing Property 


73 West 23rd Street NEW YORK 
Telephone, 4383 Gramercy 














The Man Look- 
ing for the Position 


The Manufac- 
turer Looking for an 
Advertising Man 


Can get together through 
PRINTERS’ Ink. A dozen 
prominent advertisers want 
high-priced advertising 
managers now—read their 
ads in Printers’ INK. 
Every live advertising man 
who wants another posi- 
tion makes his wants 
known through Printers’ 
INK. 

If you want a position 
or want to employ an ad- 
vertising man, try a PrinT- 
ERS’ InK Classified ad. 























NIty 

meats 

J 

A Roll of Honor 
urna] Advertisements under this caption are accepted from publishers who 
$ the have sent Printers’ Ink a detailed statement showing the total number of 
field perfect copies printed for every issue for one year. These statements are 
it on on file and will be shown to any advertiser. Printers’ Inx’s Roll éf Honor 
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is generally regarded as a list of publications which believes the advertiser 
is entitled to know what he is paying for. 

No amount of money can buy a place in this list for a publication not 
having the requisite qualification. 

Complete information will be sent to any publication which desires to 
enter this list. 










statement of circulation in the following pages, used in connec- 
tion with the Star, is guaranteed to be absolutely correct by 
Printers’ Ink Publishing Company, who will pay $100 to the first person 
who successfully controverts its accuracy. 


: Printers’ Inx’s Guarantee Star means that the publishers’ 




























New London, Day, ev’g. Aver. A 6,104; 
average for 1907, 6,647; for 1908, 6,73: 





ALABAMA 


Birmingham, Ledger, dy. Average for 1908, 
19,270. Best advertising medium in Alabama. 





Norwalk, Evening Hour, Average circulation 
exceeds 3,450. Sworn statement furnished. 





Montgomery, Yournal, dy. Aver. 1908, 9,783, 
The afternoon home newspaper of its city. 






Waterbury, ——, , for 1908, 
Daily, 6,325; Sunday, 6,243 : 






ARIZONA Waterbury, Herald, average circulation f 
rculation for 
Pacem J Befaiiices. Daly are. joe sry one year from October I, 1908 to October 1, 
mar ewis, P & 1909, 12,287. Largest circulation in the State. 
















COLORADO DISTRICT OF COLUMBIA 
Denver, Post, has a paid cir. greater than that Washington, Zvening Star, daily and Sunday. 
of any two other daily newspapers _ ES Den- Daily average for 1908, 36,762 (© ©). 
ver or Colorado. Average cir., 1908, 58. 
{9 This absolute correctness of the oneal cir- FLORIDA 
culation rating accorded the Den- Jacksonville, Metropolis. Dy. av. 1st 6 mos., 


h 
fll ee init Publishing Com: 1909, 12,907. E. Katz, Special Agent, N. ¥ 


pany, who will pay one hundred 











dollars to the first person who Jacksonville, 7imes- Union. June dy 17,742; Sun 
successfully controverts its 19,839. Benjamin Kentnor Co., N.Y. chi. Sp. A. 
accuracy. 
GEORGIA 
La Fayette, Messenger. Weekly. Average 
CONNECTICUT circulation, 1908, 2,641. _ 
eng my Morning Telegram, daily 
average for Oct., 1909, sworn, 12,969. 
You can cover Bridgeport by using ILLINOIS 
Telegramonly. Rate 1c. per line flat, Seduta Dail mie entitled to Roll 








ay 
of Honor distinction. Need more be said? 





Meriden, Yournal, evening. —_ p ia 5<o ieee 
for 1907, 1,148; average for 1908, 7,72 Champaign, News. Guaranteed larger circu- 
lation than all other papers published in the 

Meriden, Morning Record and Republican. twin cities (Champaign and Urbana) combined. 
Daily aver. 1906, 7,672; 1907, 7,769; 1908, 7,729. 














Chicago, Breeder's Gazette, a weekly farm 

New Haven, Zvening Register, daily. Annual newspaper. $175. Average sworn circulation 
Sworn average for 1908, 15,864; Sunday, 12,667. first 9 months, 1909, 77,167 and all quality. 
First 6 months, 1909, 17, 080 copies daily (sworn), Rate, 35 cents, flat 
















lew Haven, Union. Average 1908, 16,326; Dental Review, monthly. Actual 


Chicago, 
E. oe Special Agent, N. Y. average for 1907, 4,018; for 1908, 4,097. 
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KEAKKK 


Chicago Examiner, average 
1908, Sunday 602,377, Daily 
165,407, net paid. T he Daily 
Examiner guarantees advertis- 
ers a larger city circulation, 
including carrier home deliv- 
ery, than all the other Chicag« 
morning newspapers COM- 
INED. 

The Sunday Examiner 
SELLS more newspapers 
every Sunday than all the 


other Chicago Sunday news 
papers PRINT. 

¢@™ The absolute correctness 
ot the latest circulation rat- 
ing accorded the Chicago 
Examiner is guaranteed by 
the Printers’ Ink Publishing 
Company, who will pay one 
hundred dollars to the first 
person who will successfully 
controvert its accuracy. 


Wi ww 


Chicago, Record- Herald. | Average 1908, daily 
net paid exceeding, 141,000; Sunday net paid 
exceeding, 197,000. It is not disputed that 
the Chicago Record-Herald has the largest 
net paid circulation of any two-cent newspaper 
in the world, morning or evening. 
ce The absolute correctness of the latest cir- 

culation rating accorded the 
Record-Herald is guaranteed by 
the Printers’ Ink Publishing 
Company who will pay one hun- 
dred dollars to the first person 
who will successfully controvert 
its accuracy. 


Joliet, Herald, evening and Sunday morning. 
Average for 1908, 6,808. 


Libertyville, Business Philosopher, mo.; mer- 
cantile. Av. 1908, 16,608. A. F. Sheldon, Ed. 


Peoria, Evening Star. Circulation for 1908, 
20,911. 

Sterling, Evening Gazette, average circulation 
for 1908, 4,409. First six months, 1909, 4,963. 


INDIANA 

Evansville, fournal-News. Average, 18,183. 
Sundays over 18,000. E. Katz,S.A., N. Y. 

Notre Dame, 7he Ave Maria, Catholic weekly 
Actual net average, 26,113. 26,112. 

Princeton, Clarion-News, daily and weekly. 
Daily average, 1,677; weekly, 2,641. 

South Bend, 7ribune. Sworn average Sept. 
1909, 10,271. Best in Northern Indiana. 


IOWA 
rlington, Hawk-Eye, daily. Average 1908, 
9, iss. “All paid in advance. 
Davenport, 7Jimes. Daily aver. Oct., 17,161 
Circulatior in City or total guaranteed greater 
than any other paper or no pay for space. 


Dubuque, 7imes-Fournal, morning and eve. 
Daily average, 1908, 12,664; Sunday, 14,731 


Washington, Zve. Journal. Only daily in 
county. 1,900 subscribers. All good people. 


EANSAS 
Hutchinson, News. Daily 1907, 4,670; 1 
4,835. E. Katz, Special Agent, N.Y ot, 





KENTUCKY 
Lexington, Herald. D. av.,1908, 7,194. Sunday, 
8,255. Week day, 7,006. Com. rates with Gaseti,, 


Lexington, Leader, Average for 1908, evening, 
5,445, Sunday 6,878. E. Katz, ¥ 


Louisville, The Times, evening daily, average 
for 1908 net paid 43,940. : 


MAINE 

Augusta Comfort, monthly. W. ~ Comma 
publisher. Actual average, 1,294.4 : 

Augusta, Kennebec Yournal, ie average 
1908, 8,826. Largest and best cir. in Cent. Me, 

Bangor, Commercial. Average for 1908, daily 
10,070; weekly, 28,727. 

Phillips, Maine Woods and Maine Sportsman, 
weekly. J.W. Brackett Co. Aver. for 1908, 1,971, 

Portland, Evening Express. Average for 1908, 
daily 14,461. Sunday 7elegram, 10,001. 


MARYLAND 
Baltimore, American. Vaily average for 1908, 
74,702; Sunday, 92,879. No return privilege, 


Baltimore, News, daily. 
Company. Average 1908, 
1909, 84,187. 

The absolute correctness of the 
latest circulation rating accorded 
the News is guaranteed by the 
P.inters’ Ink Publishing Com- 
pany who will pay one hun- 
dred dollars to the first person 
who successfully controverts its accuracy. 


MASSACHUSETTS 
Boston, Evening Transcript (©). Boston's 
tea table paper. Largest ame amount of week day ad. 


te te te ke 


Boston, Globe. Average 1908, daily. py 
Sunday, 319,790. Largest circulation dail; 
any two-cent paper in the United States. é 
gest circulation of any Sunday newspaper in 
New England. Advertisements go in morning 
and afternoon edition for one price. During 1908 
The Boston Glove printed a total of 22,450 col- 
ums, or 6,869,700 lines of advertising. Thiswas 
7:445 More columns, or 2,443,225 more lines than 
appeared in any other Boston newspaper. 


Wr Be WE We Wr 


Established 1825. 
Average circulation for July, 1909, 582; 
August, 99,970; September, 102,3: 
The character and distribution of its circu- 
lation ensure results to advertisers. No 
questionable copy accepted. 


News Publishing 
84,395. For Uct., 
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Human Life, The Magazine About People. 
Guarantees and proves over 200,000copiesm'thly 


Clinton, Daily Item, net average circulation 
for 1908, 3,099. 


Pall River, Globe. The clean home paper. Best 
paper. Largestcir. Actual daily av. 1908, 7,478. 


Lawrence, Telegram, evening, 1908 av. 8,949. 
Best paper and largest circul circulation in its field. 


Lynn, Evening Item. Da Daily sworn av. year 
1907, 16,522; 1908, average, 16,896. ‘I'wo cents 
Lynn's ‘family paper. Circulation far exceeds 
any Lynn paper in quantity or quality. 
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n Boston 


t's [he Post 


SEPTEMBER, 1909, Averages 


Boston Sunday Post 
249,565 


Gain of 15,158 Copies 
over September, 1908. 


Boston Daily Post 
296,072 


Gain of 27,654 Copies 
over September, 1908. 


Salem, Evening News. Actual daily average 
for 1908, 18,232 

Worcester, Gazette, eve. Aver. first 5 months, 
1909, 16,878; Largest evening circulation. 


Worcester, L’ Opinion Publique, daily (OO). 
The only Gold Mark French daily in the U. 5. 


MICHIGAN 
Detroit, Michigan Farmer. Read by all 
Michigan farmers. Ask any advertiser. 80,000. 
Jackson, Patriot, Aver. Oct., 1909, daily 
9,664, Sunday 10,683. Greatest circulation. 
Saginaw, Courier-Herald, daily. Only Sunday 
paper; aver. for 1908, 14,330. Exam. by A.A.A. 


Saginaw, Evening News, daily. Average for 
1908, 19,886; Oct., 1909, 22,438 


MINNESOTA 


Duluth, Evening Herald. 
23,093. Largest by thousands. 


Daily average 


Minneapolis. Farm, Stock and Home, semi- 
monthly. Actual average for six months ending 
Oct. 15, 1909, 101,750. ‘ 

The absolute accuracy of Farm, 
Stock & Home's circulating rating 
is guaranteed by the Printers’ Ink 
Publishing Company. Circulation 
AA -E is practically confined to the far- 
mers of Minnesota, the Dakotas, 
Waa) = Western Wisconsin and Northern 
Iowa. Use it to reach this section 

most profitably. 


Minneapolis, Farmers’ Tribune, twice-a-week, 
W. J. Murphy, publisher. Aver. for 1908, 28,270. 


Minneapolis, Svenska Amerikanska Posten. 
Swan J. Turnblad, publisher, 1908, 63,341. 


CIRCULATI'N Minneapolis, Tribune, W. J. 
Murphy, publisher. Established 
1867. Oldest Minneapolis daily. 
The Sunday Tribune average per 
issue for the year ending Decem- 
ber, 1908, was 68,300. The daily 
by Am. News- 7ridune average per issue for 
Paper Direc- the year ending December, 1908, 
tory. was 90,117. 





Minneapolis, Journal, Daily 
and Sunday (@@). In 1908 av- 
erage daily circulation evening 
only, 75,639. In 1908 average 
Sunday circulation, 172,419. 
Daily average circulation for 
Oct., 1909, evening only, 
74,193. Average Sunday circu- 
lation for Oct., 1909, 78,344. 
(Jan. 1, 1908, subscription rates 
were raised from $4.80 to $6.00 
per year cash in advance. The 
Journal's circulation is absolute- 
ly guaranteed by the Printers’ 


Ink Publishing@Company. It 
© goes into more homes than 
© any other paper in its field. 


MISSISSIPPI 


Biloxi, Herald, evening. Average circulation 
for 1908, 1,095. Largest on Mississippi Coast. 


MISSOURI 
Joplin, Globe, daily. Average, 1908, 16,648. 
E. Katz, Special Agent, N. Y. 


8t. Joseph, New-Press. Circulation, 1908, 
38,320. Smith & Budd, Eastern Reps. 


8t. Louis, National Druggist(@@),Mo. Henry 
R. Strong, Editor and Publisher. Average for 
1908, 9,167. Eastern office, 508 Tribune Bldg. 


8t. Louis, National Farmer and Stock Grower, 
Mo. Actual average for 1908, 104,708. 


NEBRASKA 
Lincoln, Deutsch-Amerikan Farmer weekly. 
142,390 for year ending Dec. 31, 1908, 


Lincoln, Freie Press, weekly. Average year 
ending Dec. 31, 1908, 142,440. 


NEW JERSEY 
Camden, Daily Courier. Actual average for 
year ending December 31, 1908, 8,870. 


Jersey City, Evening Journal. Average for 
1908, 24,078. Last three months 1908, 26,021. 

Newark, Evening News. Largest circulation 
of any newspaper in New Jersey. 


Trenton, Lvening Times. Yearly average, 
1906, 18,237; 1907, 20,270; 1908, 21,826. 


NEW YORK : 
Albany, Evening Journal. Daily average for 
1908, 16,930. It’s the leading paper. 
Brooklyn, N. ¥. Printers’ Ink says 
The Standard Union now has the 
largest circulation in Brooklyn. Daily 
average for year 1908, 62,286. 
Buffalo, Courier, morn. Average, Sunday, 91,- 
447, daily, 51,604; Enquirer, evening, 34,570. 
Buffalo, Evening News. Daily average for 
1906, 94,473; 1907, 94,843; 1908, 94,033. 
Gloversville and Johnstown, N. ¥Y. 7he Morn- 
ing Herald. Daily average for 1908, 6,132. 


Mount Vernon, Argus, eve. Daily av.cir. 1omos. 
ending Oct. 31, 1909, 4,933. Only daily here. 


Newburgh, Daily News, evening. Av- 
erage circulation entire year, 1908, 
6,229. Circulates throughout Hudson 
Valley, Examin'd and certified byA.A.A. 
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NEW YORE CITY 
Army and Navy Journal. Est. 1863. Weekly 
average, 7 months ending July 31, 1909, 10,623. 


Baker's Review, monthly. W. R. Gregory Co., 
publishers. Actual average for 1908, 6,700. 


Clipper, weekly (Theatrical), Frank Queen 
Pub. Co., Ltd. Average for 1908, 26,022 (©@). 


Leslie's Weekly, 225 Fifth Avenue, Leslie- 
Judge Co. 200,000 guaranteed. 


The Tea and Coffee Traae Fournal. Average 
circulation for 10 mohths to October 1909, 6,850; 
August, 1909 issue, 20,000. 


The World. Actual average, Morning, 3465,- 
424. Evening, 406,172. Sunday, 483,336. 

Poughkeepsie, Star, evening. Daily average 
for tirst five months 1909, 4,827; May, 5,342 


Rochester, Daily Abendpost. Largest German 
circulation in state outside of New York City. 


Schenectady, Gazette, daily. 
Actual Average for 1908, 16,760, 


A. N. Liecty. 


Schenectady, Star, Daily aver. 1908, 10,808. 
Sheffield Special Agency, Tribune Bldg., NY. 


Syracuse, Evening Herald, daily. Herald Co., 
pub. Aver. 1908, daily 34,067; Sunday, 40,951. 


Troy, Record. Average circulation 
1908, 20,402. Only paper in city which 
has permitted A. A. A. examination, and 
made public the report. 


Utica, National Electrical omtractor, mo. 
Average for 1908, 2,683. 

Utica, Press,daily. Otto A. Meyer, publishes. 
Average for year ending Jan 1, 1909, 16,274. 


OHIO 


Cleveland, Ohio Farmer. Leads all farm 
papers in paying advertisers. 100,000, 


Cleveland, Plain Dealer. Est. 1841. Act. daily 
and Sunday average 1908, 78,291, Oct., 1909, 
$1,315 daily; Sunday, 105,187. 


Columbus, Midland Druggist and Pharmaceu- 
tical Review, 43rd annual volume. Best medium 
for reaching druggists of the Central States. 


Dayton, Journal. 
21,217. 

Springfield, Farm and Fireside, over \% cen- 
tury leading Nat. agricult’l paper. '08, 463,716. 


Youngstown, Vindicator. D'y av.,'08, 15,000; 
Sy., 10,400; LaCoste & Maxwell,N. ¥.&Chicago. 


Actual average, 


OKLAHOMA 


Muskogee, 7imes-Democrat. Average 1907, 
6,659; for 1908, 6,659. E. Katz, Agent, N. Y. 


Oklahoma City, 7he Oklahoman. 1908 aver., 
26,955 ; Oct., ’o9, 31,845. E. Katz, Agent, N.Y. 


OREGON 


Portland, 7he Oregonian,(©©) For 
over fifty years the great newspaper of 
the Pacific Northwest—more circula- 

“% tion, more foreign, more local and more 
classified advertising than any other Oregon 
newspaper. Oct. NET PAID circulation, daily, 
41,360, Sunday average, 62,131. 


PENNSYLVANIA 
Chester, 7Zimes,ev'g d’y. Average 1 7,888. 
N. Y. office, 225 sth Ave. F. R. Nenthtor Mgr. 





Erie, Times, daily. Aver. for 19908, 
18,487; Oct.,’09, 19,113. A largerguar 
anteed pd. cir. than all other Erie Papers 


combined. E. Katz, Special Agt., N.Y, 


Harrisburg, Velegraph. Sworn ave. 
age Sept., 1909, 16,431. Largest pai 
circulation in Harrisburg or no pay 
Shannon, N. Y.; Allen & Ward, Chicago, 


Johnstown, Tribune. 
Oct., 1909, 12,710. 
paper in Johnstown. 


Philadelphia 
Bulletin 


“The name of ‘The Bulletin’ 
is a household word among the 
people of Philadelphia and its 
vicinity. 

“Its circulation now reaches 
far beyond the highest point ever 
attained by a daily newspaper in 
the State of Pennsylvania.” 


Average for 
Only evening 





Net AVERAGE FOR OCTOBER 


248,349 


Copies a Day 


“THE BULLETIN” circula- 
tion figures are net; all damaged, 
unsold, free and returned copies 
have been omitted. 


WILLIAM L. McLEAN, Pub. 











Philadelphia, Zhe Camera, is the only best 
photographic monthly. It brings results. 
Average for 1908, 6,825. 


Philadelphia, Confectioners’ Yournal, mo 
Average 1907, 6,614: 1908, 6,517 (OO). 


AAAAAAAAA EL ~~ AAA 





Only ome agricultural paper in the United 
States—the FARM JOURNAL of Philadelphia 
—has been awarded ali four of PRINTERS’ 
INK’S distinguishing marks—Roll of Honor, 
Guarantee Star, Sugar Bowl and Gold Mark 
(@@). ‘The FARM JOURNAL is in the Roll 
of Honor because it tells the truth about its cir- 
culation ; has the Star because it guarantees its 
circulation; received the Sugar Bow! because 
PRINTERS’ INK’S investigation proved it to 
be the dest agricultural paper; was awarded the 
Gold Marks because advertisers value it more 
for guality than quantity. 


2 eo Oe OHOee 


Philadelphia. The Press (@@) is 
Philadelphia's Great Home News- 


paper. Besides the Guarantee 
Star, it has the Gold Marks and is 
onthe Roll of Honor—the three 
most desirable distinctions ‘or 
any newspaper. Sworn average 
circulation of the daily Press tor June, 190%) 
101,758; the Sunday Press, 169,976. 
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ington, Reporter and Observer, eve. and 
— av., 08, 11,734. They cover the field. 


West Chester. Local News, 
daily, W. H. Hodgson. Aver. for 
1908, 15,844. In its 35th year. 
Independent. Has Chester Co., 
and vicinity for its field. Devoted 
to home news, hence is a home 
paper. Chester County is second 

in the State in agricultural wealth. 


York, Disfaith and Daily. Average for 1908. 
18,471. 


RHODE ISLAND 

Pawtucket, Evening Times. Average circula- 

tion, 1908, 18,185—sworn. 
Providence, Daily fournal. Average 
for 1908, 20,210 (O@). Sunday, 26,861 
(@0). Evening Bulletin, 46,373 aver- 

age 1908. 

Westerly, Daily Sun, George H. Utter, pub- 
Circulates in Conn. and R.I. Aver. 6 mos., 6,066. 


SOUTH CAROLINA 
Charleston, Evening Post. Actual daily aver- 
age 1908, 4,888. 
Columbia, State. Actual aver- 
age for first six months, 1909, 
daily (@©) 14,490, Sunday (OO) 
14,951. 


Spartanburg, Herald. Actual daily average 
circulation for 1908, 2,992. 


SOUTH DAKOTA 
Sioux Falls, Sonth Dakota Farmer. Best 
Mail Order Medium, The only weekly farm 
paper in the state. 


TENNESSEE 
Knoxville, Journal and Tribune. 
Week-day av. year ending Dec. 31, 1908. 
15,885. | Week-day av. November and 

December, 1908, 16,909. 

Memphis, Commercial Appeal, daily, and Sun- 
day, average first 6 mos., 1909: Daily, 48,980; 
Sunday, 70,015. Smith & Budd, Representa- 
tives, New York and Chicago. 

Nashville, Banner, daily. Average for year 
1906, $1,465; for 1907, 36,206; for 1908, 36,654. 


TEXAS 


El Paso, Herald, March aver. 10,002. Only 
El Paso paper examined by A. A. A. 


VERMONT 
Barre, Times, daily. F. E. Langley. Average 
for 1908, 4,775. Examined by A. A. A. 
Burlington, Free Press. Daily average for 
1908, 8,603. Largest city and State circulation. 
xamined by Association of Amer. Advertisers. 


Montpelier, Argus, dy., av. 1908, 3,827 Only 
Montpelier paper examined by the A. A A, 

Rutland, Herald. Average, 1908, 4,666. Only 
Rutland paper examined by A. A. A. 


8t. Albans. Messenger, daily. Average for 
1908, 3,132. Examined by A. A. A. 


VIRGINIA 
Danville, The Bee. Av. 1908,8,066; Oct., 1909, 


3,732. \.argest circulation. Only evening paper. 





WASHINGTON 
Seattle, Zhe Seattle Times | 

is the metropolitan daily of Seattle 

and the Pacific Northwest. It 

combines with its Aug. 'og, cir. of 

65,355 daily, 81,682 Sunday, rare 

quality. Itis a gold mark paper 

of the first degree. Quality and 
quantity circulation means great productive value 
to the advertiser. In 1906-’07-'08 Times beat its 
nearest competitor 6,997,466 lines. 


Tacoma, Ledger. Average 1 daily, 18,782. 
Sunday, 25,729. om vit 


Tacoma, News. 
18,768. 


Average for year, 1908, 
‘ 


WISCONSIN 


Janesville, Gazette. Daily average, Oct., 
1909, daily, 5,866; semi-weekly, 1,869. 


Madison, State Fournal, daily. Actual aver- 
age for 1908, 5,090. 


Milwaukee, Evening Wisconsin, daily. Average 
for July, 1909, 40,907 (@@). The great Home 
Paper of Wisconsin. 


Milwaukee, The Journal, eve., 
Ind. daily. Daily average for 
AtLAy yy i2 mos., 68,787. Over 50% of 
AN Milwaukee homes. Flat rate 7 
MAA cents per line. Carries largest 
amount of advertising of any 
paper in Milwaukee. 

Oshkosh, Northwestern, daily. Average for 

April, 1908, 9,848. Examined by A. A. A. 


Racine, Journal, daily. Av. for 12 months 
ending Oct. 1, 1909, 4,622; Sept, 4,618. 


T" WISCONSIN 
 Agricorrorist 


Racine, Wis., Established, 1877 
Actual weekly average for year 
ended June 30, 1909, 60,762. 
Larger circulation in Wisconsin 
than any other pene. Adv. 
$3.50 an inch. Y. Office. 
41 Park Row. W. C, Richardson, Mgr. 


WYOMING 


Cheyenne, 7ridune. Actual net average six 
months, 1908, daily. 4,877; semi-weekly, 4,420 


BRITISH COLUMBIA 
Vancouver, Province, daily. Av. for 1908, 
15,922; Oct., '08, 16,610; Oct., ’o9, 19,006; H. 
DeClerque, U.S. Repr., Chicago and New York. 


MANITOBA, CAN. 7” 
Winnipeg, Free Press, daily and weekly. Av- 
erage for 1908, daily, 37,095; daily Oct., 1909, 
41,649; weekly 1908, 27,425; Oct. 1909, 26,233. 


Winnipeg. Der Nordwesten. Canada’s Ger- 
man newsp'r. Av. 1908, 17,645. Rates 56c. in. 


Winnipeg, Telegram, dy. av. for g mos. to Apl. 
30, '09, 26,445. eekly, same period, 29,610. 
rf 
QUEBEC, CAN. 


Montreal, La Presse. Actual average, I9vd, 
daily 99,289, weekly 46,935. 
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The Want-Ad Mediums 











This list is intended to contain the names of those publications most 
highly valued by advertisers as Classified Mediums. 
want business is a popular vote for the newspaper in which it appears. 


A large volume of 

















COLORADO 
ANT advertisers get best resuits in Colo- 
rado Springs Evening Telegraph. 1c. a word. 
HE Denver Post prints more paid Want 
Advertisements than all the newspapers in 
Colorado combined. 
DISTRICT OF COLUMBIA 
TH Evening and Sunday Star, Washington. 
D. C. (@@), carries double the number of 
Want Ads of any other paper. Rate lc. a word. 
LINOIS 
HE Champaign News 1s the leading Want 
ad. medium of Central Eastern Illinois. 
HE Chicago EAxaminer with its 650,000 Sun- 
day circulation and 175,000 daily circulation 
brings classified advertisers quick and direct 
results Rates lowest per thousand in the West. 
“NE EARLY everybody who reads the English 
language in, around or about Chicago, 
reads the Daily News,’ says the FPost-office 
Review, and thats why the Daily News is 
Chicago's “‘ want ad "’ directory. 
INDIANA 


THE INDIANAPOLIS STAR 


The Leading ‘‘Want Ad’”’ 
medium of the State, publishes 
more paid classified advertising 
than any other paper in Indiana. 





RATE 
All Classifications One Cent Per Word. 
Only Sunday Paper in Indianapolis. 











MAINE 

HE Evening Express and Sunday Telegram 

carry more Want Ads than all other Portland 
papers combined. 

MARYLAND 

HE Baltimore News carries more Want Ads 

than any other Baltimore daily. It is the 
recognized Want Ad Medium of Baltimore. 

MASSACHUSETTS 

THE Boston Evening Transcript is the Great 

Resort Guide for New Englanders. They ex- 
pect to find all good places listed in its adver- 
tising columns 


KPH te ve He 


HE Boston Globe, daily and a, for the 

year 1908, printed a total of 417,908 paid 
Want Ads. This was 233,144, or more than 
twice the number printed by any other Boston 
newspaper. 


KKK KKK 


MINNESOTA 
CIRCULATI'N THE Tribune is the oldest 
Minneapolis daily. All ad- 
vertising in the daily appears in 
both morning and evening edi- 
tions for the one charge. The 
Tribune printed during the 8 
months’ endin August 3lst, 
1,449,994 lines of classified adver- 
tising. Rates: Lcent a word, cash 
by Printers’ with order;—or 10 cents a line, 
Ink Pub. Co, where charged —daily or Sunday. 





HE Minneapolis 7ribune is the recognized 
Want Ad Medium of Minneapolis. 


‘THE Minneapolis Journal, 
daily and Sunday, carries 
more paid Classified Adver- 


tising than any other Minne- 
apolis newspaper. No free or 
Cut-rate advertisements and ab- 
solutely no questionable adver- 
tising accepted at any price. 
Classified wants printed in 
Oct., 1909, amounted to 216,384 
lines; the number of individual 
ads published were 30131. 
Eight cents per agate line it 


eo charged. Cash order one cent 
a word, minimum, 20 cents. 
MISSOURI 
HE Joplin Globe carries more Want Ads 
than all other papers in Southwest Missouri 


combined, because it gives results. One centa 
word. Minimum, l&c. 


MONTANA 
‘THE Anaconda Standard, Montana's best 
newspaper. Want Ads, lc. per word. Cr- 
culation for 1908, 10,629 daily; 14,205 Sunday. 


NEW JERSEY 
THE Jersey City Evening Fournal \eads all 
other Hudson County newspapers in the 
number of Classified Ads carried. It exceeds be- 
cause advertisers get prompt results. 


NEW YORE 
HE Albany Evening Journal, Eastern N.Y.'s 
best paper for Wants and Classified Ads. 
THE Buffalo Evening News is read in over gof% 
of the homes of Buffalo and its suburbs, and 
has no dissatisfied advertisers. Write for rates 
and sworn circulation statement, 
Te Argus, Mount Vernon's only daily. Great- 
est Want Ad Medium in Westchester County. 


i) 
HE Youngstown Vindicator—Leading Want 
Medium. lc. per word. Largest circulation. 


OKLAHOMA 
THE Oklahoman, Okla. City, 31,845. Publishes 
more Wants than any 7 Okla. competitors, 


PENNSYLVANIA 
HE Chester, Pa., 7tmes carries from two to 
five times more Classified Ads than any other 
paper. Greatest circulation 


SOUTH DAKOTA 
THE Aberdeen Daily American—the popular 
Want Ad medium of the Dakotas. 


HE Sioux Falls Daily Press carries 40% more 
advertising than any other South Dakota 
paper; 100% more of Want ads. 


UTAH 
HE Salt Lake 7ribume—Get result s—Want 
Ad Medium for Utah, Idaho and Nevada. 
CANADA 
THE Evening Citizen, Ottawa, the Capital 
of Canada, prints more want ads than all 
other Ottawa papers combined, and has done 
so for years. One cent a wor 
TH La Presse, Montreal. Largest daily cir- 
culation in Canada without exception. (Daily 
99,239—sworn to.) Carries more Want Ads 
potas any newspaper in Montreal. 
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[©0) Gold Mark P ior OO) 











Advertisers value the Gold Mark publications more for the class and 
quality of their circulation than for the mere number of copies printed. 

Out of a total of over 23,480 publications in America, 123 are dis- 
tinguished from all the others by the so-called gold marks OO). 


























ALABAMA The Evening Post (©©). Established 1801. 

The Mobile Register (QO). Established 1821. The only Gold Mark evening paper in New York. 

Richest section in the prosperous South. ‘The advertiser who will use but one evening 

paperin New York City will, nine times out of 

DISTRICT OF eT EEC RIDES t ten, act wisely in selecting The Evenjng Post.” 
Everybody in Washington © | —Printers’ Ink. 


i tar. A 1 
Lee f a a New York Herald (@@). Whoever mentions 
86,162 (@@)- GEORGIA America’s leading newspapers mentions the 

Atlanta Constitution (@@)._ Now as always, | New York Herald first. __ 
lity Medium of Georgia LIFE without a competitor, Humorcus, 
the Qual +” Pg nara eae clever, artistic, satirical, mere literary. The 
5. or 1S, : Pa ’ 

Daiy Newspaper Yor Souther Garzia. Cc. H. only one of its kind that’s LIFE, 
Eddy, New York and Chicago Representative. Scientific American (@@) has the largest cir- 
’ ILLINOIS culation of amy technical paper in the world. 

» Hel ), Chicago. Only “Gold The New York Times has a greater daily city 
Fe thm M Oldest, best known. sale than the combined city sales of the other 
Pall Deslove Journal (O@) Chicago, the — morning —————, popularly ranked 
grain trade’s accepted medium for ‘‘Want”’ ads. a -* hes pee = aacaed Sentn 
Reccngge AR New e ° 
The een ot Chicege OH: Actual | paily, now one cent—the best for the least. 
nee orn gap tetnes i Vogue (@@) carried more advertising in 1905, 
Louisville Courier-Fournal (@@). Best paper 1906, 1907, than any other magazine of gen. cir. 
in city; read by best people : OREGON 
MAINE The Oreg » (QO), established 1851. The 
Lewiston Evening Yournal, daily, average for | great newspaper of the Pacific Northwest. 
1901, 7,784; weekly, 17,545 (@@) ; 7.44% increase PENNSYLVANIA 
daily over last year. The Press (@@) is Philadelphia’s Great Home 
MASSACHUSETTS Newspaper. It is on the Roll of Honor and has 
Boston, American Wool and Cotton Reporter. the Guarantee Star and the Gold Marks—the 
Recognized organ of the cotton and woolen three most desirable distinctions for any news- 
industries of America (@©). paper. Sworn circulation of The Daily Press, 
Boston Evening Transcript (@@), established for 1908, 95,349; The Sunday Press, 133,984. 
1880. The only gold mark daily in Boston. 


French paper atone 78,00 Fen pepaation. || THE PITTSBURG 
The isa e Sear (O06). Largest (00) DISPATCH (0) 


home circulation and most productive circula- “ihe nein eo - 
“ne pig . - paper that judicious advertisers 
tion in Minneapolis. Carries more local adver- always select first ipptetae the rich, pre- 
tising, more classified advertising and more total ductive Pittsburg field. Best two’ cent 
advertising than any paper in the Northwest. morning paper, assuring a prestige most 
E TERN MILLER profitable to advertisers. Largest home 
THE NORTHW $ C delivered circulation in Greater Pittsburg. 
(@©) Minneapolis, Minn., $4 per year. Covers 
6? and flour trade all over the world. The 
only “Gold Mark” milling journal (Q@). RHODE ISLAND 
NEW YORK Providence Yournal (OO), a conservative 
Army and Navy Fournal, (@@). First in its enterprising newspaper without a single rival. 
class in circulation, influence and prestige. SOUTH CAROLINA 
Brooklyn Eagle (Q@) is THE advertising The State (OO), Columbia, S. C. Highest 
medium of Brooklyn quality, largest circulation in South Carolina. 

















Century Magazine (QO). bag A are a few VIRGINIA 

people in every community who know more 

than all the others. These people read the sc i ee ee, Oldest and most 

ry Magazine. 

Dry Goods Economist (@@), the recognized WASHINGTON 

authority of the Dry Goods and Department The Seattle Times (@@) leads all other Seattle 

Store trade. : and Pacific Northwest papers in influence, cir- 
Electric Railway Fournal (@@). A consoli- | culation, prestige. 

dation of “Street Railway Journal’? and 

“Electric Railway Review.”” Covers thoroughly WISCONSIN 

the electric railway interests of the world. The Milwaukee Evening Wisconsin (@@), the 

McGRAW PUBLISHING COMPANY. only eo yom daily in pen m4 home 
En ineerin N »s (QO). Established 1874. paper that deserves first consi leration when ad 

The » Ser dl a So (us tans who vertising appropriations are being made. 

Signs the order. Ask any of its thousand CANADA 

advertisers. Circulation over 16,000 weekly. The Halifax Herald (@@) and the Evening 
The Engineering Record (@@). The most Mail. Circulation 15,558, flat rate. 

progressive civil engineering journal in the ; —_—_._. 

world, Circulation averages over 14,000 per The Globe, Toronto (Q@), is backed by 64 

week. MCGRAW PUBLISHING COMPANY. years of square dealing. 
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Business Going Out 











The Namrod Advertising Agency is 
placing copy in Sunday papers and wo- 
men’s magazines for Mme, Fried’s hair 
goods. This ony is also placing the 
advertising of Brocard Russian Giycer- 
ine Soap and Zenobia Perfumes. 


The Warren Motor Car Company, of 
Detroit, makers of the Warren-Detroit, 
will use space in the national weeklies 
and standard magazines, advertising 
their motor car, beginning with the 
January issues. The business will be 
placed through the J. Walter Thompson 
Company’s Detroit branch. 


Sherman & Bryan, Inc., New York, 
are now placing 1910 contracts with 
national weeklies and monthlies, for 
the I. B. Kleinert Rubber Company. 
More publications will be used for this 
campaign than any previous list for 
Sherman & Bryan’s clients. 


The D’Arcy Agency, of St. Louis, 
is placing 5,000-line contracts for Geo. 
om Dukel. Western papers are on the 
ist. 


Nelson Chesman & Co. are placing 
10,000 lines for Dr. T. Lynott in West- 
ern papers. 


Wilcox, New York, are 
sending Western papers orders and 
copy for 1,000 lines. Business is for 
i. - C. Hardtmuth (Koh-i-Noor Pen- 
cils). 


Coupe & 


A. C, Meyer, Baltimore, is sending 
Pennsylvania_papers orders for 200 to 
800 inches. Business is handled direct, 


J. Walter Thompson’s Detroit branch 
has closed a contract with the Krit 
Motor Car Company. Space will be 
used in automobile publications and 
the big national weeklies. 


Pape, Thompson & Pape, Cincinnati, 
are | 1,000 inches in the South 
through Blaine-Thompson. 


H. W. Kastor & Sons, St. Louis, 
are placing 5,000 lines in the South 
for the Restoral Chemical Company. 

F. A. Stewart, through Chas. H. 
Fuller, of Chicago, is sending Southern 
papers contracts for 14,000 lines, 


The Philadelphia office of J, Walter 
Thompson Company has secured an 
——— from the Imperial Kitchen 

levator Company, Canton, Pa., and 
orders are going out to national maga- 
zines, weeklies, and a selected list of 
newspapers. 


Orders for the advertising of the 
Double Wear Hosiery Com aay are 
being sent out by Geo. H. Mitchell & 
Co. National magazines are used. 


ST. LOUIS-KANSAS-CITY NOTES 


Albert Pfeifer & Son, Littl 
Ark., are conducting an cxtensies tae 
paign in daily newspapers in the South 
advertising Holiday Gifts. One hyp. 
dred and forty-line display mail-order 
jewelry copy is ws placed in Sun. 
day editions. H. W. Kastor & Sons’ ¢ 
Louis office is putting out orders, 


Biggs & Koch, buyers of fur, 
skins, Kansas City, Mo., are pe 
list of farm papers and weeklies py). 
lished in the Northwest, West and 
Southwest, advertising for hides, skins 
—, furs. —s for twenty eee 
isplay copy are being placed thr 
the Horn. Baker Advertising Comme 
Kansas City. 


The Gardner Advertising Company, 
St. Louis, is sending out orders to 1 
small list of magazines for the Wolf 
Photo Post Card Company, same city, 
Small display space is being used, 


The Smelzer Arms Company, Kansas 
City, is using a big list of farm papers 
and weeklies of dailies published in the 
West and Southwest, advertising its 
sporting goods catalogue. Twenty-eight 
line display copy is being used. 


D’Arcy Advertising Company, St. 
Louis, is sending out renewal contracts 
and orders for Geo. A. Dickel & Co, 
Nashville, Tenn., for “Cascade” Whis- 
key to daily newspapers in the South, 
The appropriation has been increased 
and the campaign extended to ten aé- 
ditional cities. 


The Kansas City Automobile School, 
Kansas City, is sending out orde 
through the F. A. Gray Advertisin 
Company, same city, to dailies publish 
in the Southwest. _Twenty-eight-line 
copy is being used in Sunday editions. 


H. W. Kastor & Sons, St, Louis, are 
sending out orders to a big list of week: 
lies and_mail-order publications for t 
Swartz Importing Company, same city. 
Small display copy, ‘advertising for 
agents, is being used. 


N. D. Thompson, Jr., St. Louis, Mo, 
is advertising fur sets in women’s pu 
lications. Orders for eighty-four-line 
display copy are being placed through 
og nae Louis office of Nelson Chesman 

0. 


Adv. Company, Kansas 
City, is sending out orders to_ dailies 
ublished in the Southwest for 
nderbrook Distilling Company, same 
city. Sixty-two-line display copy is 
being ordered to run four times in 
Sunday editions. 


F. A. Gra 
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N. D, Thompson, it. St. Louis, is 

ing orders in a list of boys’ pub- 
ffotions and big weeklies, advertising 
guns and rifles as premiums. Copy and 
orders for eighty-four lines display are 
being placed through Nelson Chesman 
& Co.’s St. Louis office for November 
insertion. 


The Kyr Tailoring Company, Kansas 
City, sdvertising mail-order clothing 
for men and women, is using mail- 
order papers and the weekly editions 
of dailies in the West. Fifty-line dis- 
play copy is being used. Orders are 
going out through several agencies. 


The Davis Milling Company, St. 
Joseph, Mo., has inaugurated an_out- 
door campaign on billboards in St. Louis 
to exploit “Aunt Jemima’s Pan Cake 
Flour.” The St. Louis Billposting Com- 

ny is handling the poster work in St. 

is. 


The St. Louis Billposting Company is 
conducting an outdoor campaign in St. 
Louis and East St. Louis, exploiting 
“Contract” Cigars. 


“Karo” Corn Syrup is being adve: 
tised extensively on billboards in St. 
Louis through the St. Louis Billposting 
Company. 


The St. Louis Semi-Weekly Republic 
claims to have carried in its November 
1st issue 10,758 lines of display adver- 
tising, the largest in the history of the 
paper. The publishers announce a guar- 
anteed circulation of 370,000 copies for 
every issue during December, at no 
advance in advertising rates. Fifty 
a sample copies will be circu- 
lated. 

——+o--»—___—— 


CHICAGO NOTES. 


Chicago, Milwaukee & St. Paul Rail- 
road is using 200 lines per issue, com- 
mencing with October. Farm_ papers 
are used quite generously. Business 
comes through Lord & Thomas. 


Fleming Bros. Union Stock Yards is 
renewing contracts for 1,865 lines, Run 
thirty-five lines per issue for about 
thirty-nine times. Weeklies and month- 
lies are used, 


Bemis Omaha Bag Company, Omaha, 
Neb., is_using 140-line copy in, farm 
papers. Long-Critchfield Corporation is 
placing the contract. 


Cramer-Krasselt Company, Milwaukee, 
Wis., is sending out contracts for 1,000 
lines for Clarence Wedge, Albert Lea, 

inn. 


Moline Automobile Company, Moline, 
Ill, is making contracts in farm a rs 
for 2,400 lines. Business is handled by 
Albert G, Wade, Chicago. 


Woodward & Chandler, Washington, 

D. C., are making contracts till forbid 

to run e. o. w. in weeklies. Business 
laced by Poston Green Company, 
ashington, D. C. 


Long-Critchfield Corporation is plac- 


ing the accounts of the American Saw 
Mill Mach. Company, Hackettstown 
N. J., and H. C, poo Algona, Ia. 4 


_ Keystone Dehorner Company is plac. 
ing fty-line copy through the iooland 
Adv. Agency, Philadelphia, Pa, 


Long-Critchfield now handle the ac- 
count of Temple Pump Company. They 
are sending out contracts, total space of 
1,329 lines, to be used in a few issues. 
Farm papers are favored. 


Best cee Company, Canton, O., is 
using small space in a large list of 
monthlies, weeklies and agricultural 
journals. Business through Fowler- 
Simpson Agency, Cleveland. 


A large list of papers is being favored 
with page orders for the Texas Gulf 
Coast Truck Farms Company. The busi- 
ness goes out through the Leven-Nichols 
os Company, Chicago-New 

ork. 


a 
BOSTON ITEMS. 


A —- list of general mediums and 
metropolitan dailies are receiving con- 
tracts from Wood, Putnam & Wood 
advertising the holiday books published 
by Houghton, Mifflin & Co. This ay 
is also sending out orders for the boo 
announcements of Lothrop, Lee & 
Shepard. 


The Wyckoff Advertising Company is 
making renewal contracts for the ad- 














THE LEADING THEATRICAL WEEKLY 


DARIETY 


The only theatrical paper reaching the 
rable class of readers. 
Publication Office 

1536 BROADWAY, NEW YORK CITY 











f The Washington ‘ 
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Greatest daily paper in Southwest- 
ern Pennsylvania reaching strictly 
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vertising of the Samuel Cabot Com- 
pany, exploiting Cabot’s Shingle Stain. 
Magazines of general circulation are 
used and the list will be larger than 
last year. 


The Cowen Company, John Hancock 
Bldg., is using some additional mediums 
for the holiday advertising of Curtis 
& Cameron, publishers of Copley Prints. 
This agency also handles all of the ad- 
vertising of the Library Bureau. 


Haynes, Porter & Co. are asking for 
rates on 140 lines, double column copy, 
from rural weeklies. They are adver- 
tising a special holiday combination of 
Rogers Silverware. 


Mr. Haddie, of the Shumway Com- 
pany, is placing small copy in general 
mediums for the Eljay Company, ad- 
vertising mail-order jewelry, 


The Walton Advertising & Printing 
Company is asking for rates on 2,500 
and 5,000 lines for the advertising of 
Smith & Thayer Company. Newspapers 
and magazines are to be used on the 
advertising of their Winchester Heaters. 


C. E. Davenport, New England repre 
sentative for the Werner Company, is 
sending out small copy to New England 
weeklies. Three-inch space is used to 
offer works of standard authors. 


L. A. Hinds 
Portland, Me., is placing copy in rural 


and agricultural papers for the adver- | 


tising of the Swasey Company, Port- 


land. 


The H. E. Fiske Seed Company is 


sending out orders through N. W. Ayer | 
& Son for fifty-six lines covering the | 


spring months. General mediums and 
horticultural papers carry this adver- 
tising, 


The Balm Elixir Corporation, San- | 


bornville, N. H., is contracting for 
small space in a number of New Eng- 
jand dailies and weeklies. 


The advertising of the Butterick Pub- 
lishing Company in New England is be- 


ing placed by Wood, Putnam & Wood. | 
This agency is also sending out orders | 


to daily papers for the advertising of 
Frank Emerson. 
other day for three months. 


The fall 


Packard Company, Brockton, 


Company. The advertising 


two months. 


Additional magazines are being used | 
for the advertising of the Burrowes Port- | 
the E. T. | 
Burrowes Company, Portland, Me. This | 
account is handled 7 the Ironmonger 


able Billiard Tables, made b 


Agency, of New Yor 


The White-Warner Company, manu 
facturers of the ard Ranges, is 
using a large list of daily and weekly 


INK 


newspapers in sections where its go 
are sold. - 


The schedule for the advertisin 
the Lydia E, Pinkham Company “4 
papers throughout the country will go 
out next month. Contracts for this ad. 
vertising were made early this year 
covering a period of two years. The 
schedule covers next year but applies 
on the present contracts, as no new 
papers will be added. The business js 
placed by the James T. Wetherald 
Agency. 


Dr. J. P. Naughton is using large 
space in daily papers in many cities in 
New England. The contracts are placed 
by Wood, Putnam & Wood. 


Additional contracts are going out to 
New England newspapers from Wood, 
Putnam & Wood for the advertising of 
aegal Hair Life, made by the Regal 
Chemical Company, of Boston. The 
contracts are made for two inches, twice 
a week in the dailies and ‘weekly in the 
weeklies, t, 

‘Lne F. P. Shumway Company is plac- 
ing 200-inch contracts for the Soroco 
Syrup Company in daily newspapers, 











Advertising Agency, | 


“A Daily Newspaper for The Home.” 


The Christian Science 


MONITOR 


OF BOSTON, MASS. 
Every Afternoon Except Sunday. 


World-wide Circulation and  un- 
doubtedly the most closely read 
newspaper in the world. 

News service from both Associated 
Press and United Press Association 
New York Office: 1 Madison Ave. 
Chicago Office: 510 Orchestra Bidg. 


Advertising rates furnished on ap- 
plication. 











The copy runs every | 


contracts for the M. A. | 
Mass., | 
manufacturers of the Packard Shoe, are | 
going out through the F. P. Shumway | 
runs in | 
space of eight inches twice a week for | 





The Tip which Saves the Card 


| 


Treble the life of your filing system by 
using Celluloid Tipped Guide Cards. 

Don’t fray, crack, curl up nor show 
finger marks. Look neater than plain 
guide cards. 

Celluloid Tipped Guide Cards 
are proof against ordinary handling. Tip 
folds over top of guide where wear comes. 
Other guides wear out in a third of the 
time. Ask your dealer for the famous 
one-piece tip or write us for samples. 

STANDARD INDEX CARD CO. 
701-709 Arch &t., Philadelphia 
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have been in 
the printing 
business for a 
great number 








of years and have the ex- 
perience and knowledge 
so necessary in the pro- 
duction. of good printing. 
Q It is our ambition to 
create and produce print- 
ed matter that will reflect 








credit on your 
business as 
well as ours. 
( Our facil- 
ities for the 
production of 


the right kind 














of printing 
are at your 
servece.. x = 
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We will pay a top notch price to any 
top notch man. 

If you are out of employment, dont 
respond. If you are the man we wail 
somebody is already paying you wel. 
We will pay higher. 

Of course, any preliminary discus 
sions will be strictly confidential. 

Specimens of work will expedite 
matters. 





The Herbert Kaufman & Handy Co. 


Majestic Bldg., Chicago, IIl. : 1 Madison Ave., New York 








